























FAN SEASON... 


for customers is four months 

away —for the trade it is herenow. 
The distributor's salesman 

brings promise of warm weather 
and summer profit 
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WASHING 
AREA 


SILK LINE 


ORDINARY AGITATOR 


Apex Spiral Dasher 


top- -to-hottom of tub washing efficiency 
makes your selling job easier! 


@ Compare the agitators above for washing 


efficiency! It is obvious the greater washing sur- 
face of the unique Apex Spiral Dasher will clean 
clothes better and faster. Be sure to point out to 
your customers this visible proof of Apex superior 
washing ability. Make a big point of the fact that 
the Spiral Dasher is the largest agitator of its 
type with 540 square inches of washing surface. 


Show them the broad vanes and washing ridges 
of the Dasher which combine to gently scrub the 
clothes and open the fabric weave flushing out 
the dirt without bunching or tangling. Demon- 
strate the exclusive SILK LINE which permits the 
washing of a handful of delicate fabrics gently and 
thoroughly. These features, and many more, make 
it easier to sell the Apex Spiral Dasher washer. 


For February — 
FEATURE THIS VALUE SPECIAL TOP QUALITY APEX 
SPIRAL DASHER with the finest AUTOMATIC 


SAFETY WRINGER — ONLY °13925'! 


HIGHEST QUALITY WRINGER found only 
on models selling from *60°° to 902° higher in price ! 


Here it is! 


A real traffic-building sensation to bring more washer prospects 
into your store—ready to buy. 


This unmatched washer value features the 


world’s finest Apex-Lovell wringer and the famous Apex 2-vane Spiral 








Dasher, the most popular, most efficient agitator in washers today. It has a 
huge 18-gallon tub capacity; popular waist-high Start-N-Stop Control; pat- 


ented Apex Free-Running Mechanism and a Fast Action Pump. Cash in now! 
*Slightly higher in South and West 





TO APEX DEALERS 


February is opportunity month for you. 
Model 1021-P gives you a washer value 
beyond comparison. It’s the big leader item 
you can use to win new customers for your 
entire line of quality Apex Hour-Saving 
Appliances. Advertise ... display ...demon- 
strate and cash in now. Dollar for dollar 
your Apex appliances are the finest values 
on the market today. Sell and keep selling 
for more profits now and all through 1952. 


ACL. a— 


Vice President 





THE APEX ELECTRICAL MANUFACTURING CO. © CLEVELAND 10, OHIO 
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The Cover . . 


Maybe the distributor salesman finds it a 
little hard to warm up to his subject and 
perhaps the dealer wishes he was down in 
Florida instead of going through the obviously 
silly businass of ordering fans in February 

but there is that lady looking in the re- 
frigerator, and there is the comforting 
thought that if he wants her to come back 
in July for a fan he had better have what 
she wants and a good program for selling 
it to her 


Painting by Eddy Leight 
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Now.you can SPONGE 


- 
i. . 


WHAT IS IT? 


The Westinghouse Dehumidifier is a small, inex- 





pensive appliance that’s portable, plugs in any- 
where to suck the moisture right out of the air... 


eee er eevee 


i 


- 


up to 3 gallons of water every 24 hours. 


WHAT WILL IT DO? 


@ Sends damp rot down the drain 





e Stops needless repairs and replacements 





Controls moisture for only a few cents a day 
e Easily pays for itself 


WHERE you SELL iT! Wherever 


{in home or business) floors are wet, where walls 
are damp or where air has that unhealthy musty 
smell .. . YOU HAVE A PROSPECT. 

Wherever woodwork is warping, furniture 
mildewing . . . wherever wallpaper and plaster 
are moisture-loose ... YOU HAVE A PROSPECT. 

The Westinghouse Dehumidifier is ideal for 
storage areas to save books, linens, rugs and many 
other valuables. For any place where pocket- Oecd Simeatnn 
books are hurt by moisture or rust . . . YOU — ow a 
HAVE A PROSPECT. 


.. » of course, it’s electric! 


WESTINGHOUSE ELECTRIC CORPORATION «= Electric Appliance Division + Springfield 2, 


: \ 
= ; (Dy 
Bi ¥ 
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UP year'round Profits 





BASEMENTS 
To stop wet floors and dripping 























UTILITY ROOMS 


To prevent damp air from 
rusting valuable equipment. 





DARKROOMS 


To remove moisture which spoils 
flim and expensive equipment. 





RECREATION ROOMS 


To keep ploy creas comfort- 
able and cheerful. 











STORAGE ROOMS 


To protect furniture, clothing, 
luggage. 


BEACH HOMES 


To keep them dry, in season 
and out, 














LOCKER ROOMS 


To stop mildew . . 
and clothing dry. 





. keep shoes 


LIBRARIES 


To safeguard treasured books 
and records. 


HOBBY SHOPS 
To stop mildew, damp rot and 
rust, 


HOME LAUNDRIES 


The Westinghouse Dehumidifier 
keeps them dry. 


To help you sell the Westinghouse Dehumidifier, your dis- 
tributor has a complete Selling Kit, 2DH-8701, which contains 
the following: 


IN ADDITION— Westinghouse supports your own programs 
with Key City advertising. 


e Four-color, Floor or Window Display 
@ Specification Sheets Selling Folders 
@ Tell-All-Tags @ Plan of Action 


STOCK THIS PROFITABLE APPLIANCE . . . GET YOUR SELLING 
KIT .. . CHECK YOUR DISTRIBUTOR FOR ALL DETAILS 


And Here’s Another Great New Profit Item... 


pre 





Here’s a smart hassock-type fan with a Hostess Tray accessory. 
You can sell it for homes, offices, beauty parlors, and scores 
of other places. It’s Big! It’s Beautiful! ...a 16-inch fan with 
Air-Injector Rings for maximum air capacity without drafts. 


19-inch Hostess Tray is an additional feature; makes this 
16-inch Debonaire® an ideal “coffee” table, with tray service 
for cold drinks, When tray is not in use it may be stored in 
its compartment underneath the removable table top. 

See these two new profit makers at your Westinghouse 
distributor preview during the week of March 3. 
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( 1952 PROFIT FACT: | 


Your Prospects will 
NOW 


' — ne ry “ 
eatures they do not have! 
a : S 






















Self 
—Starting 
—Regulating 
—Stopping 


cs Dig ‘ec | 
=e For Dealers!’ 





DEFROST-O-MATIC 
Truly Fast Automatic Defrosting! 





Your market is not saturated for New Gibson Features! 
How many of your customers own a Defrost-o-Matic 
refrigerator? How many own a refrigerator with Pres- 
Toe Automatic Door, Swing’r Crisp’rs and Swing’r Meat Locker? : 
Your customers don’t have all these conveniences because they is 
are NEW. The only way you can offer them to your customers is 
to sell Gibson — because only Gibson provides all these NEW 
Conveniences. 
These new Gibson conveniences turn “I'll wait” prospects 
into “Buy Now” customers — because they want to enjoy the 
benefits only Gibson offers! 























2-Door Combination Electric Refrigerator and Home Freezer 






PRES-TOE DOOR 
No Hands! Easy in—Easy out! 



















AAA @& 












SWING'R CRISP’RS 
Fruits, Vegetables at Fingertips! 









Diamond Jubilee Promotions: 


Do you want to share in the profits 
dealers make from the new Gibson 
Diamond Jubilee lines? Talk to 
your Gibson Distributor today— 
or write Gibson direct! 






















Housewives save al- 
most fantastic sums 
of money — eliminate 
an almost incredible 
amount of effort— 
with Gibson Home 
Freezers ! J 


Diamond Jubilee Testimonial: 


MORE THAN 6,000,000 GIBSON HOME APPLIANCES 
PROVED IN USE THROUGHOUT THE WORLD SINCE 1877 


GIBSON REFRIGERATOR COMPANY 
GREENVILLE, MICHIGAN 
























Cooler, cleaner kitch- 
ens with Gibson elee- | re 
trie ranges—a size for -—= Z 
every home, a price 
for every purse. 
























Copyright 1952 epecine itloe biect 
t cations subjec' 
Gideon Rattigerator Co. to change without notice. 
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The National Appliance-Radio-T¥ Picture 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


By ROBERT W. ARMSTRONG 
SS SS EE aaa 


ANYB DY that saw the first week 

of the January Markets in Chi- 
cago could be sure of one thing— 
there were a lot of other people there, 
too. Beyond the simple facts of 
crowded hotels, crowded elevators, 
crowded cabs and crowded eating 
places conclusions were not so easy to 
reach. Briefly, you could sum them 
up like this: 

1. TV prices were generally down. 

2. Appliance prices remained gen 
erally stable. 

3. Few new products were intro- 
duced. 

4. Exhibitors were surprised at the 
attendance and the interest, 
were not surprised to find that 
actual orders were few and cau- 
tious. 

. Manufacturers generally __ feel 
that in 1952 they can make all 
the merchandise thev can sell. 

Vhe first three facts are a matter 

of record, but the last two are ex- 
pressions of opinion, varving from 
company to company and depending 
upon the locations of exhibits, the 
popularity of lines, and each manu- 
facturer’s circumstances with respect 
to materials supply and sales outlook. 


Too Much to Sell? Manufacturers 
who make several products are in the 
best position production-wise. They 
can at least switch materials from slow- 
moving products to those which are in 
demand. Even some producers who 
make only one appliance reported that 
because of economies and _ substitu- 
tions in design they would make as 
many or more units this vear as last. 
One major maker even went so far 
as to say that, based on the current 
rate of sales and inventorv and as- 
suming no drastic changes in materi: 
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als allocations, some 400,000 more 
refrigerators would be made this year 
than necessary to satisfy the market. 
One freezer line is expected to be 
produced in a volume greater than 
1951 because ingenious economies in 
construction which do nothing to de- 
stroy quality have resulted in substan- 
tial materials savings amounting to 
as much as 85 pounds per unit. A 
manufacturer who recently bought 
another company whose demand had 
declined has more than enough ma- 
terials to get him through the year. 


Not Enough to Sell. Not all manu- 
facturers are so well off, of course. 
Some with low production base peri- 
ods and a single product and no al- 
lied suppliers are in desperate straits. 
One dryer maker, for example, has cut 
output from 1280 units a day to 600, 
claims that 40 percent of its distribu- 
tors will get no shipments at all during 
the first quarter. Manufacturers of 
products which must contain a lot of 
copper are worried, if not vet suffering. 
Some range manufacturers, for ex- 
ample, can’t see any adequate supplies 
beyond the second quarter. 

To some makers the big question 
mark is the availability of motors. 
One producer, whose product cus- 
customarily includes a good deal of alu- 
minum, has designs and dies all ready 
to produce with practically no alu- 
minum at all, but he must have motors 
and he doesn’t know how long he 
will be able to get them. 


So Little New. Supply problems 
were partly responsible for the short- 
age of new products. For instance, 
one manufacturer who is all tooled 
up on a new dishwasher is still fight- 
ing with Washington on the establish- 
ment of a base period and can’t start 
production until he knows how much 
material he can get and, as a conse- 
quence, how much promotional effort 
he can throw behind it. Some manu- 
facturers who did show new products 
had only single, hand-made models, 
and would not be able to start produc- 
tion lines rolling until late February 
or March. Other manufacturers who 
talked about new products could only 
shrug their shoulders at the inevitable 
“When?” 


The Output Outlook. Based on 
what manufacturers told us and as- 
suming no war or great change in 
materials shortages, it looks as though 
1952 will see plenty of refrigerators, 
washers, vacuum cleaners, freezers, 
TV, radio, kitchen cabinets, dish- 
washers, space heaters, and water 


1952 


heaters. At the moment, ranges are 
the only product which several makers 
have doubts about. Automatic wash- 
ers, they concede could become short. 
Most admitted that when supplies get 
tight they will put the production em- 
phasis on their big ticket, big volume 
items. So, you might see ranges profit 
at the expense of water heaters, auto- 
matic washers at the expense of wring- 
ers, TV at the expense of radio, 
freezers at the expense of refrigerators 
(although refrigerators are the one 
appliance that is surest of a produc- 
tion adequate to meet demands). 
The big worry to manufacturers, as 
well as to distributors and dealers, is 
that there is no certainty. As one 
maker expressed it, “One headline 
could change the whole picture.” 


*51 Hangover. Christmas _ sales, 
upon which so much of the final 1951 
score depended, varied all over the 
East. Four out of six distributors, de- 
partment stores and dealers in Wash- 
ington reported that sales were as good 
as or better than in 1951. But in 
Boston only one out of three enjoyed 
comparable volume. And in the 
Buffalo area three out of four mer- 
chants claimed that Christmas was 
a disappointment. 

A Washington wholesaler of elec- 
tric housewares enjoyed excellent busi- 
ness, but now believes that shortages 
will hit him some time in the spring 
and begin to affect dealers in late 
summer or early fall. 

A distributor of major items says 
that December was the worst month 
they had in the last three or four years, 
reports TV and refrigerator volume 
off for the year, his own inventories 
good, dealers still loaded. 

A Capital department store, how- 
ever, says Christmas business was won- 
derful and 1951 volume equal to 
1950. TV, this store claims, was its 
best item and ranges and dishwashers 
were the most sluggish! More typical 
is the Boston retailer who calls De- 
cember business fair, admits to still 
heavy inventories and says that TV 
sales are “very unsatisfactory.” 


Pretty Much Normal. A Buffalo, 
N. Y. merchant described the month 
pretty accurately for many other re- 
tailers when he said, “It was a pretty 
normal December, volume down from 
1950, but comparing pretty favorably 
with what might be called a normal 
year.” (Italics ours.) 

Eastern sales, most dealers admit, 
are not setting any records, but as 
one self-scarifying retailer put it, 
“Neither is salesmanship.” 


The Midwest 


By TOM F. BLACKBURN 
SEE ATO OTE 


HOUGH few dealers had their 

records up-to-date to prove it, it 
looks as if 1951 ended up almost as 
good a year as 1950. The record 
breaking snowfall—40 inches in spots 
—that came down just _ before 
Christmas stopped a lot of holiday 
shopping in its tracks. 

Rumors persisted that there was a 
lot of carry-over inventory into the 
new year, and the trade was trying 
to unload it. In Galesburg, IIl., right 
before Christmas, Black Brothers 
offered G-E mixers, regularly $39.95 
at $28.95; $22.95 toasters at $15.98, 
$12.95 irons at $9.95, and_ scarce 
$18.95 G-E steam irons at $14.95. 
Osco Drug chain in the same city 
advertised a $21.50 GE pop-up 
toaster at $14.50, and a mixer at 
$26.50. In Chicago TV station 
WBKB ran advertising offering whole- 
sale prices on certain well known 
trafic appliances. 

This is dumping in any language. 
Ordinarily this would be a sign of 
overstock, but the top brass didn’t 
feel that anybody was carrying over 10 
to 15 percent more than he should. 
More likely, said they, it was taking 
advantage of crippled fair trade laws 
to create a splash. 

To get an idea of whether over- 
stocks were general, ELEcTRICAL 
MERCHANDISING proceeded to call up 
a few dealers who are known to be 
sound of wind and limb, and forth- 
right to boot. Their ideas may be in- 
teresting: 

Evanston, Ill., a silk stocking town 
—We go into 1952 with 12 refrigera- 
tors on hand, one automatic washer, 
three conventional washers, 35. tele- 
vision sets, one gas clothes dryer, 

(Continued on next page) — 














THE NATIONAL APPLIANCE-RADIO-TV PICTURE 
Start the year with 


CONTINUED FROM PAGE 5 
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Yet ae 
CADI 


End the year with 


2-SPEED 
CONTROL 
HIGH speed for deep, 
thorough cleaning 


LOW speed for delicate 
rugs and fabrics. 


CLEMENTS 


Dept. A, 6666 S. Narragansett Ave. 
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almost no small appliances. We have 
sworn to a great resolve to avoid get- 
ting loaded in 1952. No warehousing 
will be done by us, and if one dis- 
tributor can’t supply us, another can. 
Our radio and television service de- 
partment will do better than ever in 
1952. 


Snow Affected Sales. South Bend, 
Indiana—When the snow fell around 
Christmas, we might as well have 
put a lock on the door. Still, we were 
cleaned out of traffic appliances 
(though we bought less than in 1950). 
We have 16 refrigerators carryover, 18 
automatic washers. Range sales were 
not as good as in 1950, cleaners fell 
off, freezers not so good. Electric 
dryers are the one item hard to get; 
gas models may be had. 

Our policy for 1952 will be hand 
to mouth buying; our guess is that 
prices will be lower, and slowly but 
surely dealers are going to see a better 
discount structure. New stations will 
boost our television business. 

Monroe, Wisconsin—Thank good- 
ness, we are ahead of 1950 in 1951. 
Our carryover consists of 10  re- 
frigerators, 8 to 10 ranges, about the 
same number of conventional washers. 
We have had little luck with auto- 
matic washers—too much mechanical 
trouble. Dryers are scarce. Our trade 
is largely with farm people. Sewing 
machines were our best Christmas 
items, given often as gifts. Refrigera- 
tors sold during December were big 
models. 

Chicago, IIl.—Last summer we were 
loaded. Right now, we are merely 
“concerned.” We are planning some 
real clearance sales, and taking our 
loss. We think the television manu- 
facturers are making a mistake in hik- 
ing prices, as the traffic won’t stand 
it. A 20-inch console at $250 to $300, 
and 20-inch table models at $199 
would be properly priced. 

Before the year is very old you are 
going to see a lot of stripped models 
offered to catch the right price. 1952 
will be a year of promotions. We are 
trying to sell manufacturers in put- 
ting their co-operative money behind 
our own advertising. The manufac- 
turer copy is n. g., and doesn’t do us 
any good. 

Record business was good in De- 
cember and clock radio was the brisk 
mover in that field. A 45 r.p.m. 
changer was our brightest seller. We 
are moving our record department up 
front because it will stand promotion, 
we think. 


Dealer Thinking for °52. ‘Two 
points stand out in the thinking of 
the dealers interviewed at holiday 
time: 

1. They don’t believe there is go- 
ing to be any shortage in appliances. 
What they see in the newspapers or 
hear from distributors is put down as 
malarky. 

2. Come what may, they say they 
are going to buy hand to mouth. Sev- 
eral said that the market is largely 


saturated at present prices, and it 
will take a price reduction to make 
things look good to the public. With 
higher income taxes, and higher cost 
of living, the public just won’t make 
the effort to buy without an induce- 
ment. One dealer told how he was 
offered a $50 bill off each item in a 
complete line, if we would take it. 


Pricing Ticklish in 1952. So many 
midwinter showings are private affairs 
because manufacturers know that 
pricing is ticklish in 1952. No one 
knows just how much the 12 percent 
income tax rise is going to affect pur- 
chasing. One manufacturer told this 
column how anxiously he listened to 
his distributors as each price was un- 
furled. If there was no applause, he 
knew he had missed the boat. He 
said that when one of his freezer 
models touched a list price of $600, 
sales stopped like a shot. People ap- 
parently would not pay $600 for a 
home freezer. 


Manufacturers Turn. With only so 
much metal or material to work with, 
it is logical for manufacturers to turn 
it into deluxe units, on which they 
can make more money. Retailers think 
this is going to be a mistake, as the 
public is not starving for appliances, 
as it was after the war, and such a 
situation may lead to a stalemate. 
Dealers frankly say they expect rough 
going in 1952, and anticipate the 
need for a great deal of promotion. 
There’s no chance for a_take-it-or- 
leave-it philosophy. 


The South 





By AMASA B. WINDHAM 


VETERAN appliance dealer in 

Memphis, who had just read 
Roger Babson’s predictions for busi- 
ness in 1952, did not agree with the 
summary of that report that business 
might drop this year. 

“IT wouldn’t want to argue with the 
experts,” he declared, “but we wound 
up with our best business last year, de- 
spite all the forecasts that we would 
never have a better year than 1950. 
The truth is that people have money, 

(Continued on page §) 
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Gives your clothes up to 


10 Times More Fresh Air 


than other dryers 


Real fresh air drying . . . that’s what 
you get with Bendix —and with Bendix 
alone! Great drafts of fresh, warm air 
penetrate every inch of the wash- 
ables, drying the clothes gently, safely 

leaving them soft and wonderfully 
fluffy. Only Bendix has the famous 
Pow-R-Vent system that air-condi- 
tions the clothes while it gets rid of 
heat, lint and moisture. Rooms stay 
cool and comfortable; walls and ceil- 
ings stay dry! 

With a Bendix automatic Dryer, 


you not only save yourself back- 
breaking clothesline toil and weather 
worries, but also give your clothes 
greater care than any other dryer can 
provide. If you’re thinking about 
buying a dryer—and who isn’t?— 
drop in now and see the new "52 dry- 
ers at your nearby Bendix dealer's. 




















BENDIX HOME APPLIANCES, Div. Avco Manufacturing Corp., So. Bend, Ind. 
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IT MAKES 
SENSE... 


IT MAKES 
SALES! 


—and BENDIX alone 
can make this claim! 


This is the sales-stirring story that’s being told 
fo your customers in 52, 


—by ads like this in Saturday Evening Post, 
Woman’s Home Companion, and other 
great national home magazines. 


—on the sensational, new, BENDIX TV network 
show, “THE NAME’S THE SAME”. 


—in colorful, new, eye-stopping display material. 


—by sizzling-hot promotions that keep traffic 
boiling into Bendix Dealer stores. 


Honestly, now—isn’t it time you gave your 
sales and profits a big breath of 
fresh air—with BENDIX Dryers? 


Write, Wire, or Phone 
your nearest Bendix distributor 
BENDIX HOME APPLIANCES 


DIVISION AVCO MANUFACTURING CORP. 
SOUTH BEND, INDIANA 
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Two-Stage Flame Control 
Gasapack's exclusive 
intermediate-flame principle 
“stages” flame for steady, 
even heat control, 
without violent swings. 


One Simple Unit 


Combines all 


necessary 


controls 


in one compact 
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to service and 
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they are buying steadily and they'll 
keep right on buying for a while yet 
until shortages or something else stops 
them.” 

The words of this retailer might be 
on the optimistic side, but he has a 
point. Other dealers felt that January 
and February business should be the 
tip-off, always barring new interna- 
tional developments, of course. 

As this is written, it is still a little 
too early to get even preliminary re- 
ports on totals of 1951 business, but 
estimates by wholesalers and_ utility 
officials show that dealers came out 
all right last year—in spite of credit 
regulations, excise taxes and other 
legislative bedevilments. 


Housewares Hit Record. Without 
a dissenting voice, contacts in Atlanta, 
Birmingham, Houston, Memphis, 
New Orleans, Charlotte and Rich- 
mond told this reporter that the sale 
of electric housewares, electric blan- 
kets, vacuum cleaners and “gadget” 
items such as corn-popers and bottle 
warmers, were at an all-time record 
during Christmas shopping days. 

The big lag in sales is still in re- 
frigerators, and according to observers 
it is likely to continue for some time 
vet. Refrigerator sales are pretty 
good in the smaller cities and rural 
areas, where saturation is not so ex 
tremely heavy. A refrigerator is still 
the first thing customers on new power 
lines buy and the dealers who are doing 
any kind of first class business in this 
item are the ones who follow the new 
lines into virgin territory. 

But electric ranges made a fine 
comeback and indications are that the 
steady improvement of sales in this 
item will continue for a while. Para 
doxically, the biggest increases in range 
sales were in areas where cheap elec- 
tricity is not a factor. 

Laundry equipment of all types 
washers, dryers, ironers—is selling on a 
fairly consistent level as it has for the 
past three years. In most areas of the 
South, laundry equipment has replaced 
refrigerators as the big bread and 
butter winner. 

The sale of television sets was amaz- 
ing. You couldn’t give ‘em away, it 
seemed, last July. But by the year’s 
end every model, type, kind and sizc 
were going fine. In the Miami area, all 
records for the sale of TV sets were 
broken. Charlotte and Memphis were 
doing a television trade reminiscent of 
late 1950. Competition was still keen 
in Birmingham, Atlanta and New Or- 
leans, with some price cutting con- 
tinuing, but scts were selling well. 
Trade-in of TV sets is definitely on 
the increase, according to dealers, 
many of whom report that trade-ins 
are involved in about 40 percent of 
their sales. 


Radio Sales Rise. Christmas busi- 
ness boosted radio sales considerably, 
dealers reported, and the sale of small 
radio sets in jewelry shops, clothing 
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stores, drug stores and novelty houses 
was excellent. Small table models and 
portables were the best sellers. How- 
ever, sales of console models vere still 
below par. Record players found a 
good buying audience, too. 

The sale of space heaters and ‘air 
conditioners was one of the brightest 
spots in the 1951 selling picture. Flor- 
ida, of course, led the parade in mer- 
chandising both these items. During 
two recent chilly spells in the south 
Florida section, dealers moved more 
than 10,000 space heaters. ‘he air- 
conditioning business was more than 
doubled in the "Gator state during 
1951. The present boom in buying 
began back in October and has not 
let up to date. 

The inventory worries which 
plagued dealers during the summer 
and autumn months are now past his- 
tory. This reporter checked on five 
selected dealers who had an inventory 
glut last September and found that 
each of them now considers himself in 
fine shape and has resumed stocking 
up on the normal basis. 

There is little evidence of actual 
shortages in major appliances as of 
January 1, but the indications were 
that it wouldn’t be long now. At 
least four top southern distributors— 
in Atlanta, Charlotte, Memphis and 
Dallas—have tightened allocations on 
TV sets as well as some major appli- 
ances, and warned their dealers that 
more tightening is in prospect. Flec- 
tric housewares, following the big holi- 
dav rush, are already short 

This is starting out as another “wait- 
and-see” year but there is a little rea- 
son to believe, right now at anv rate, 
that at least the first quarter will be 
a good one both in unit and volume 
sales. 


The Far West 


By CLOTILDE G. TAYLOR 


HRISTMAS business for 1951 
compared very favorably with the 
record set the previous year. Electrical 
housewares sales in most sections of 
the West were up, in some cases from 
(Continued on page 10) 
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window displays 
and 
counter cards! 
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Talk about an exciting, sales-build- 
ing Radio-TV Service Dealer cam- 
paign! Mister, this is it! 

Featuring personal endorsements 
of some of the most glamorous and 
newsworthy people in the entire 
country, this campaign ties you in 
with big-space ads in Life, The 
Saturday Evening Post, Collier's 
and Better Homes and Gardens. 
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Just see what you get: . . . bril- NOW FOR DETAILS x 
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brated stars . . . counter cards, rm 
streamers, appealing mailers . . . CAMPAIGN 

also radio spot announcements, and 

reminder stickers. You pay only two 

cents per prospect per month for 

the mailers. The rest is FREE. Don’t 

delay! Call your Sylvania distribu- Sylvania Electric Products Inc. 
tor or mail coupon N-O-W! Dept. R-1302, Emporium, Pa. 


I'd like full details about Sylvania’s big 1952 
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RADIO TUBES; TELEVISION PICTURE TUBES; ELECTRONIC PRODUCTS; ELECTRONIC TEST EQUIPMENT; i State. 
FLUORESCENT TUBES, FIXTURES, SIGN TUBING, WIRING DEVICES; LIGHT BULBS; PHOTOLAMPS ; TELEVISION SETS 
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10 to 20 percent. Spot shortages of 
individual traffic appliances began to 
show up at the distributor level as 
early as November in such active mar- 
kets as Los Angeles, but were not an 
important factor in retail selling. 
Major appliances are never especially 
conspicuous at the Christmas season 
but reports say volume was “a little 
under last year’, “about the same”, 
“ten percent up”. One San Francisco 
dealer reports especially active demand 
for portable dishwashers, another says 
power tools for the home workshop 
were in great demand. ‘Television 
everywhere was active. 


Some Price Cutting. Emphasis on 
price was apparent in most areas. In 
a few spots in southern California 
competitive price cutting started late 
in November, particularly on small ap- 
pliance items. But almost every west- 
ern city had its advertising announce- 
ments of “‘pre-Christmas sales’, “great 
trade-in opportunities”, and “two 
Christmas presents for one price” 
features. One Los Angeles department 
store offered a straight $100 trade-in 
on refrigerators in purchase of certain 
more expensive models. 


TV vs. Appliances? There has been 
some feeling among appliance dis- 
tributors and some retail outlets, par- 
ticularly in the southern California 
area, that television purchasing by the 
public has cut into appliance sales, 
thereby explaining the continuing lag 
in range and refrigerator buying. Utility 
people, however, seem to think that 
television served rather to tide many a 
dealer over the low period in appliance 
selling which resulted from Korean 
war-scare over-buying and thus has 
benefited rather than harmed the ap- 
pliance business. The consumer still 
has plenty of money, they argue (sav- 
ings accounts are at an all time high) — 
and active selling can succeed in part- 
ing him from it for the purchase of 
needed and wanted household appli- 
ances in 1952. 


Phonevision. As a result of surveys 
showing a genuine public interest in 
Phonevision in the Los Angeles area, 
a television station there has asked 
Zenith for a commitment that they 
will have first rights to broadcast in 
southern California. The programs 
would not be designed to supplant 
but to supplement present television. 
Educational features are stressed and 
there has been some talk of “colleges 
of the air” as a practical development. 
Whether those who stated that they 
would be willing to pay $1 for home 
reception of first-run movies and sym- 
phonies would prove a continuing 
source of revenue or not is still specu- 
lative. 


1951 Shows. In spite of early pre- 
dictions that 1951 would not be a 
good year for electrical shows, there 
were many successful ones held in all 
parts of the West. Looking back on 
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the public’s reaction to its show, the 
San Francisco committee queried 133 
visitors and found that 84 percent 
were greatly pleased with what they 
had seen. Of those who criticized, 
several wanted more science and more 
new items. 


Night Selling. Night time selling 
has been an important factor during 
the Christmas period. Although there 
has been some talk of omitting night 
openings in some western areas after 
the new year, in almost every case cer- 
tain of the local merchants have an- 
nounced continuance of the practice. 
In Los Angeles a two-nights-a-week 
schedule was inaugurated early in the 
fall. The home furnishings store which 
started the prectice reports that about 
20 percent of its store traffic comes 
during the morning hours, 60 percent 
in the afternoon and 20 percent at 
night. But 35 percent of its new ac- 
counts were opened after 6 p.m. 
Cheyenne, Wyo., merchants stimu- 
lated evening traffic by passing out free 
movie tickets, good, with purchase of 
another ticket, for a late shopper’s 
show starting after the stores closed. 


Winter Markets. Good attendance at 
February winter markets on the Coast 
is predicted, both because of lower 
inventories and predicted shortages in 
many lines before summer. Announce- 
ment is of emphasis in the television 
field on fringe-area receivers, table 
models, large screens. One triangular 
set for corner placing is among the 
new models. Smaller models in some 
appliances are to be shown, including 
table-model washers and _single-unit 
garbage disposers, but refrigerators are 
to have more shelf space and larger 
freezer compartments. Radio sales, 
even in television areas of the West, 
have kept up remarkably well—and in- 
terest is predicted in the new designs 
in table models to be shown. Increas- 
ing numbers of trailer dwellers, par- 
ticularly in the boom town areas near 
atomic experiment centers and where 
defense plants have sprung up, have 
developed a special demand for small, 
powerful sets adaptable to battery as 
well as power use. 


Spot News. Billings, Mont., is the 
latest community to try out the use of 
high school student salesmen, vying 
for prizes. The appliance dealer who 
experimented with the plan there 
found it so successful he plans to make 
it an annual event. Cheyenne, Wyo.’s 
dealer-sponsored Santa Claus, now a 
civic institution, continued the tradi- 
tion this year, arriving by airplane at 
the city airport, where he was met by 
a delegation of top city officials and 
more than 8,000 eager children and 
parents, who later called in at Jack’s 
Appliance Store to meet him. Irv 
Crown, who originated the program, 
has recently been preparing Cheyenne 
for the possible coming of television 
by experimenting with reception by 

(Continued on page 12) 
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Deluxe Model 101 Easy Wringer is the greatest 
wringer value on the market today. With 
exclusive Easy Spiralator Washing Action, 
it washes more clothes cleaner, faster than 
any other wringer. Automatic Overload 
Switch is a quality safety feature. Order now 
to cover the wringer front! 





PRICED FOR 





nn 


Odl-New / 
* 
r’s EASY , ae | 
2 ' q All-New Model 522 Easy 
| . ' Spindrier is only a 
short step-up from 
\ | the 101 Wringer. De- 
¢ ’ | | luxe-featured, with 


Proven Performance 
Agitator, Easy Power 
Flush - Rinse and 
handy Fill-and-Rinse 
Faucet, it gives your 
customers Famous 
Easy two-tub per- 
formance. ..a week's 
wash in less than an 
hour! 

















All-New Model 524 Easy Spindrier fea- 
tures exclusive Easy Spiralator, 
Automatic Overload Safety Switch, 
and handy Swing Faucets that fill 
andempty washer, rinse with Power 
Flush Action, and save live hot 
suds for re-use. A full-featured 
Easy Spindrier at an eye-opening 
price! 


HEN profit means more than ever before, you can count on Easy to 
start out the year with the greatest new line of Easy Washers 
ever offered! From the top-value Deluxe Model 101 Easy Wringer to the 
new Automatic-Featured Model 516 Easy Spindrier, it’s a natural Easy 
step-up with full margins for you all the way. 
And every Easy is packed with extra 
features for customer satis- 
Automatic-Featured Model 516 Easy Spindrier is the faction. So . . . step up to 
gratsrwasher Easy hasever build Three-minute extra profit with Easy in "52! 
Action, and all the other Easy quality features Easy Washing Machine Corpora- 


plus all-new built-in Water Filter and new Dual 3 
Control High-Speed Drain Pump. tion, Syracuse 1, N. Y. 
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means of a high aerial. ‘TV parties for 
invited guests have brought in pro- 
grams from Atlanta, Ga. Earliest pos- 
sible lifting of the “freeze” is now set 
_| at April. Phoenix, Ariz., home fur- 
| nishings store maintains a continuing 
| model kitchen display by purchasing 
one home after the other, furnishing 
| and outfitting the new one as the first 
| is sold. Fresno, Calif., dryer sales are 
| reported good—one for every six auto- 
matic washers sold throughout the San 
Joaquin valley region. Los Angeles, 
Calif., has been plagued by another 
flare-up of questionable vacuum cleaner 
advertising. One firm is accused of 
featuring, at absurdly low prices, equip- 
ment they have no intention of sell- 
ing and which will not fulfill the 
promises made, in order to obtain 
prospects for other merchandise. They 
are now being sued. Vancouver, B.C. 
reports that as a result of the 
Round-Up promotion, gas range sales 
| during October, “for the first time in 
| many years”, were better than half 
the number of electric range sales. 


The Year Ahead. That there would 
be no boom and no bust during 1952 
was the prediction of one prominent 
electrical retailer in a recent Los An- 
geles specch. To offset the negative 
factors present in the current picture, 
he balances the fact that people are 
making more money, saving more, 
paying off old bills and that there is a 
general spirit of economic optimism. 
Westerners who have returned from a 
circuit of eastern factories agree that 
there may be possible shortages of 
appliances, beginning to be felt in the 
| second quarter, but warn also that the 
forehanded accumulation of needed 
| materials by manufacturers and ingen- 
| ious use of alternate materials are apt 
| to modify this picture. The fact that 
disarmament talks are under way, how- 
ever remote the chances of their suc- 
| cess, leads most dealers toward a con- 
| servative inventory schedule. Although 
a few heavy inventories remain in this 
area, particularly as regards ranges and 
refrigerators, western dealers as a whole 
have cleared out their stocks to a 
normally balanced level. For the most 
| part they are holding their cards prettv 
| close to their chest and listening cau- 
| tiously to the predictions of midyear 
| shortages. Normal ordering only is ex- 
| pected, at least until the international 
| and national picture is somewhat 
clarified. 
Speculative building, suffering un- 
| der government restrictions and high 
Nichrome foctur Sky financing troubles, has fallen off 
| markedly during the past few months, 
ae el Sve ’ > | but one dealer who does a large busi- 
Drit ¢) -Hai V/s é 0 mpa 7) ness with this group in the bay area 
: says several projects are under con- 
templation for the new year and he 
BRANCHES: Chicago, Detroit, Cleveland, los Angeles, San Francisco expects business in this field to pick 
up in the near future. 
On the whole, the dealers of the 
Pacific Coast seem to be facing the 
new year with optimism—and plan to 
go out after business. End 
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by the Hunter Package Fan 


and this Demonstration Display 


Now attic fans can be sold and installed as easily as other appliances 
you handle. Hunter’s new Package Fan makes this possible. It’s a 
complete, economical home cooling system in a compact unit. Fan rests 
on attic floor, requires only 18” clearance. Shutter and trim cover 
ceiling opening. No suction box or other extras to build. Four models, 
ranging from 4750 to 9700 CFM, fit any home size and climate. Fan 
guaranteed 5 years; motor and shutter, 1 year. Quiet, dependable opera- 


tion assured by Hunter's 65 years of ventilating fan experience. 


Demonstration Display Closes Profitable Sales 

This convincing display shows a Hunter Package Fan installed as in 
the home, giving a perfect demonstration of the fan’s operation. The 
prospect can see and feel how the powerful fan will pull in cool, in- 


vigorating breezes . . . driving out stale, humid air. Incidentally, this 





display also keeps your showroom cool and comfortable. 


fu Hunter dealers are furnished the Demonstration Display on a 


special bonus plan. Ask your Hunter distributor or write us for 
unter complete details and for literature and prices on Hunter Fans. 
SINCE 1886 
HUNTER FAN AND VENTILATING CO. 
398 S. Front St., Memphis 2, Tenn. 


There is a Hunter Fan for every purpose 
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Motor Repair Shop 


Finds No Major Repairs 


For KLIXON Protected Motors 


MARTINSBURG, W. VA.: James W. Biedler (right) and 
Elmer S. Burleson of Biedler’s Electric Motor Repair Shop 


know from experience that KLIXON Protectors protect 


motors against burnout. 


“Most motors in our area that need repair pass through our 


shop. We have seen a great variety of motors, and observed that 


those equipped with Klixon Protectors need only minor re- 


pairs — practically never for windings. Those that are not so 


protected frequently burnout.” 






Manual 
Reset 


Automatic 
eset 


KLIxo 


KLIXON Protectors Build Customer 
Goodwill by Preventing Major Repair Costs 


The KLIXON Protectors, illustrated, are built into the 
motor by the motor manufacturer. In such equipment 


as refrigerators, oil burners, washing ma- 
chines, etc., they keep motors working by 
preventing burnouts. If you would like in- 
creased customer-preference, reduced serv- 
ice calls and minimized repairs and re- 
placements, it will pay you well to ask for 
equipment with KLIXON Protectors. 


SPENCER THERMOSTAT 


Division of Metals & Controls Corp. 


2502 FOREST ST., ATTLEBORO, MASS. 
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ECONOMIC CURRENTS 
The Business Outlook for 1952 


By McGraw-Hill Dept. of Economics 


If we are correct on our assumption 
that World War III is not imminent 
(we agree with Pravda of Moscow on 
this), we anticipate that in 1952: 

1. Business as a whole will carry on 
at a very high level throughout the 
year 

As was true in 1951, many com 
panies will be asking, “Where is this 
boom we keep hearing about? We 
have no part in it.” 

In 1951 the textile and consumer 
goods industries presented the ar- 
resting phenomenon of a severe 
recession within the framework 
of a general boom. They had pro- 
duced more than consumers 
would take. Most companies op- 
erating in these zones are working 
their way out of their troubles 
created by the accumulation of 
too much_ inventory—a fact 
which adds strength to the cur 
rent and prospective _ business 
situation. 
But in 1952 other companies will 
be stepping into new holes, 
some of them—ironically enough 
created by a shortage of mate- 
rials rather than a shortage of 
customers. This could prove par- 
ticularly true of small companies 
in the metalworking field. Some 
companies whose products are 
used in residential construction 
may be uncomfortably short of 
customers. 

3. Large segments of business—per- 
haps enough to make it possible to 
talk about ‘“‘business as a whole’ —will 
become increasingly competitive as the 
year moves toward a close. 

4+. The general price level will not 
rise much during the year—probabh 
not more than 2 or 3 percent. 

Business as a whole would be ex 
tremely competitive right now but for 
two closely related -developments 
touched off by the war in Korea. One 
is the flow of government expendi 
tures for defense. The other is the flow 
of expenditures by industry for new 
plant and equipment, a considerable 
share of it encouraged by mobiliza 
tion needs. These are the elements 
which keep the forced draft under 
business as a whole. So, in expanding 
on the business outlook for 1952, we 
shall deal first with these elements 


DEFENSE: NOT-SO-GREAT 
EXPECTATIONS 


In dealing with the effect of de 
fense expenditures on the business 
outlook there are two key questions. 
One is: How high are they going to 
be? The other is: How are they going 
to compare with what has been ex 
pected? 

Short of a major move toward war, 
however, there is virtually no disagree 
ment that from here out the level of 
defense expenditures will be much 
lower than the figure that until re 
cently was quite generally taken as 
official. To keep the arithmetic out 
of it for the moment—what this means 


to us in terms of the business out- 
look is that those manifold companies 
which have relied on having the de- 
fense program keep a_ tremendous 
forced draft under the economy indefi- 
nitely are in for a jolt. And those 
legions of consumers who have rushed 
to buy in anticipation of long-lasting 
shortages are going to get some assur- 
ance that they can safely be more 
leisurely in their shopping. 

Total defense expenditures at year- 
end are not likely to fall much short 
of $60 billion—annual rate. However, 
it must be stressed that this is a con- 
siderable comedown from some of the 
amounts (up to $70 billion) which 
were talked about earlier. And barring 
new war scares, the $60 billion figure 
could be the peak of the program— 
not just another step on the way up. 
Downward revisions could be made 
effective by early 1953. 

A defense program of these dimen- 
sions—rising $10 or $12 billion in the 
course of the year—will have two 
principal effects: 

(a) Considerable pressure on the 
metal working segment of the econ- 
omy. With strong demand for indus- 
trial equipment, too, and continuing 
shortages of some metals—like copper 
and nickel—production, not demand, 
will be the main problem for most 
companies in this field. There will 
be enough defense work to take up 
some of the slack capacity in consumer 
durables industries. But manufactur- 
ers who cannot get into defense jobs 
will have to reduce output still fur- 
ther. 

(b) A large government deficit. In 
the second half of 1952, the Treasurv 
will pay out over $10 billion more than 
it takes in. And some of this money 
will be obtained by borrowing from 
banks. This will pump new funds 
into the economy.- But. it’s not clear 
that the borrowing will be enough to 
result in very much of an inflationary 
jag. 


BUSINESS CAPITAL EXPENDITURES 


Our survey of plans for 1952 is not 
yet complete. But the returns so faz 
give no reason to question preliminary 
estimates made by the Commerce De- 
partment and National Production 
Authority that 1952 spending will 
come close to 1951. 

The Commerce Department’s sur 
vey of plans for the first quarter of 
1952 shows that plant and equip- 
ment expenditures in that quarter will 
be very close to the record amount 
being spent in the last three months 
of 1951. Since these expenditures usu 
ally show a seasonal rise in the second 
quarter, it seems clear already that 
the first half of 1952 will set ar all 
time high for capital spending. 

Electrical World’s survey _ of 
utilities plans shows an increase for 
1952 of 25 percent in spending by pri- 
vate power companies, and 20 percent 
by all private and public power agen- 

(Continued on page 16) 
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LAU =BRAND NEW FOR 52 










































Simple to Lift 


from Expanders 


No fuss, no muss, no bother. 
You just grasp Model 2052 


simply, easily from the ad 
justable metal expanders 
(which come with the Fan 

. all packed in a single 
carton). 


“ de l 2052 is 22” square, 
leep, wit ’ blades, 
speeds. It weighs 25 Ibs. 


There...it’s in 


Reverse Position 


Turned around, slipped 
easily on the expander... 


and Model 2052 will ex- 


by the handle .. . lift it Hi 


ili, 


AIM Hy} 








haust stale stagnant air 
from 3 to 5 average size (iy 
rooms. Your customers will nt 1! 
marvel at its ease of use 


and wonderful efficiency. 





Model 2052 moves 2500 
fm. at high speed. It’s 
super quie t! Hub of blade 


. , 
is mounted in rubber! 





II ji}! 
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Model 2052 
Pola tele) (- Ma <-S°2-1 071 (2) 
i Fonrd-Vaitl Me Meliilellatelilels 


Window Fan 














¢ simple, easy to use 
° for sash-type windows 


* complete with expanders 


The Big Profit Line 


Talk about sales and profits . . . you'll do better with 
the LAU line because you’ve got MORE in quality and 
performance and MORE in Beauty too, All LAU Window 
Fans are color-matched 2-tone green baked enamel .. . 
and identical in styling—with finger-proof guards front 
and rear. Windows may be opened and closed freely with- 
out touching the fans. 


It’s a Portable! Carry it 


anywhere in the Home 


Model 2052 does a BIG job of cooling anywhere ... 
in a window ... on the floor ... on a table or ledge. 
So easy to carry for use all over the house or office. 
Think of the tremendous appeal this fine new fan has! 


and LAU has two other sizes . . . Models 1252 and 
1652 Portable Window Fans . . . each with distinctive 
. matching in color and styling. Plus 24” 
2-speed Reversible Window Fans! A size to 
meet every need. See the full line. 


THE LAU BLOWER COMPANY 
2005 Home Ave., Dayton 7, Ohio 


See Your Jobber today! See the complete 
LAU advertising literature and handsome new 


displays ... now available for You! 








‘52 IS THE YEAR 


Di 


The new Duchess line— 
more attractive and more 
complete than ever — is 
your big profit line for 
52. The new giant size 
Semi-Automatic Model 
A9-0 plus three lower 
priced, step-down models 
— full-skirted, big and 
beautiful — provide a 
Duchess in every price 
class. Visual beauty; 
easily demonstrated, 
exclusive features; and 
extra value sell Duchess 
fast on any direct 
comparison. Date the 
Duchess now for good 
times in ‘52. 

























TO CASH IN... 











Economic Currents 





CONTINUED FROM PAGE 14 


cies. Even if cut some by materials 
shortages, these are tremendous fig- 
ures. Add in what’s been publicly an- 
nounced by railroads, steel, chemical 
and oil companies, and business capi- 
tal expenditures will be close to the 
1951 figure, no matter what happens 
in non<lefense industries. 


CONSUMER EXPENDITURES 


If Christmas trade can be taken as 
an indicator, the consumer is in no 
frantic rush to buy. Retail store sales 
for the holiday season barely topped 
1950. And for some kinds of merchan- 
dise—apparel and home appliances, 
for instance—sales were below 1950 

A consumer survey taken in Novem 
ber by the University of Michigan (the 
leading research center in this ficld) 
also shows how consumers are hesitat 
ing. The researchers found that more 
persons thought it was a bad time to 
buy than thought it was a good time. 
An increasing number expect short 
ages and rising prices. But this feeling 
still hasn’t crystallized into an urge to 
buy. 

It’s worth pointing out, however, 
that—despite this moodiness—total 
consumer expenditures have been in 
creasing steadily, if modestly. They 
have not been dropping. The gradual 
increase is about in line with the slow 
gain in personal income (after taxes) 
during recent months. 

High level employment in defense 
and capital goods industries, plus con 
tinuing wage increases, suggest that 
personal income will rise steadily as 
1952 goes on. So even if consumers 
save as much of their incomes as they 
have recently (they have never saved 
iny more, except in war-time), there 
will be some gain in consumer spend 
ing. At least 1 percent or 2 percent 
would be necessary to keep up with 
population growth. And if for any 
reason consumers decide to spend more 
freely, the rise might be considerable. 

Note: By mid-1952, most people 
who bought durable goods in the 
December, 1950-January, 1951 buying 
wave will have paid off the installment 
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debts occurred at that time. Good 
supplies of consumer durables will 
probably be available in the second 
half of 1952, after some shortages 
earlier in the year. This could be the 
situation in which freer spending will 
materialize. Or people may decide to 
wait for still better supplies of goods 
in 1953. This is the big unknown in 
the business situation. ) 

Actually, some restraint in con- 
sumer spending will be desirable. The 
current level is almost as high as dur- 
ing the early 1951 spending wave, al- 
though more of current expenditures 
are for food and less for apparel, home 
furnishings and automobiles. With 
some shortages likely in 1952, a new 
rush to spend would result chiefly in 
higher prices, with little or no increase 
in real per capita consumption. 


INVENTORIES 


What consumers do will pretty 
much determine inventory policy in 
non-defense industries. By spring, 
these inventories—from retailer to 
manufacturer—should be down to the 
point where any increase in sales will 
stimulate re-ordering. But there will 
be no such inventory splurge as in 
1950-51 as long as consumers are buy- 
ing choosily. Since defense work-in- 
process will also grow, some gradual 
increase in total business inventories 
seems likely. But as the prospects of 
an indefinite defense boom grow dim 
mer, business inventory policy may 
remain quite cautious. 


CONSTRUCTION 


This is one sector of the economy 
where activity is expected to be lower 
in 1952, because of restrictions on 
homebuilding and other non-defense 
construction. Except for the industrial 
construction included in our discus 
sion of the outlook for capital expendi 
tures—and, of course, military and 
atomic energy projects—all sections of 
the construction industry will be 
pinched in varying degrees by reduced 
allocations of materials. 

However, the basic demand for most 
types of construction remains strong. 
And there is evidently credit available 
to finance it. So whenever mobiliza- 
tion lets up a bit, you can look fo: 
rising activitv in this field. 


POLITICS 


Since this is a presidential year, you 
may be surprised to have us bring up 
the rear of our estimate of the busi- 
ness outlook with a mere mention of 
politics. Isn’t the election likely to 
have a decisive bearing on the busi 
ness outlook? For the longer pull, it 
conceivably might have. But for the 
year 1952, to which our observations 
are limited, we do not see the cam- 
paign making any decisive difference. 
Things are pretty well set now to as- 
sure a high level for business as a 
whole, without very much inflation; 
and that, we would suspect, is just 
about where the “ins” will be disposed 
to leave them. They are the ones who 
will be in charge—for the year. End 
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Yes ... there’s a fractional motor in the Delco line that’s engi- 
neered to meet your requirements ... and built to serve you and 
your product longer and better. That’s true because the Delco 
line is a complete line, and every type of Delco motor has been 
proved in use. 


Electrically and mechanically, Delco motors are made to deliver 
peak performance—continuously. Each part is precision made 
... and the motors assembled, inspected and tested to assure 
Delco dependability for the user. : 


Learn for yourself how Delco motors can serve you better. Call 
or write Delco Products, Dayton, Ohio, or see your local 
Delco Motor dealer. 


DELCO PRODUCTS 


Division of General Motors Corporation, Dayton, Ohio 


DAYTON OHIO 


SEE YOUR LOCAL DELCO MOTOR DEALER 
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(The answer is a key 40 your future profits ) 
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( The answer is the key to higher customer loyalty for you ) 


Next page please... 


ELECTRICAL MERCHANDISING—FEBRUARY, 1952 PAGE 19 














Q What same electrical 


Jppllance company can 
mm) // Promise you uncompromis- 
Ing quality for all 





(Continued ) 
(The answer means continued consumer preference ) 
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Pre Stain 


THE RIGHT ANSWER is the 
/ine of toasters, fans, 
Mixers, irons, automatic 
--=p------=)-7// blankets, clocks and. = [ Wee 
vacuum cleaners made 
by the Small Appliance >> 
Division of the General KE 
Electrie Company: LY 






























You can put your confidence in— 


GENERAL @@ ELECTRIC 
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ONLY RCA VICTOR HAS 
THE “GOLDEN THROAT” 


The Colby— 17-inch Super 
Set. Table model with com- 
pact metal cabinet. Maroon 
finish. (17T150) 
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The Glenside—17-inch 
Super Set. Distinctive table 
model in mahogany or blond 


grain finish. (17T151) 


Use RCA Victor’s “Dynamic 
Demonstration”* to show your 
customers the superior quality of 
Super Sets with “Picture Power,” 


proven in city and country tests to 


deliver the clearest reception 


possible . . . to eliminate virtually 
all interference . . . to give 


sharper picture detail. 


The Crafton—17-inch Super The Covington—17-inch Super 
Set. Open face console. Choice Set. Two-door console, fashionably 
of mahogany, walnut or limed styled. Mahogany, walnut or limed 
oak finish. (17T163) oak finish. (17T172) 











The Calhoun—17-inch Super 
Set. Regency styling, bowed front 
and full-length doors. Mahogany 
or walnut finish. (17T173) 
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superior performance... 


YOURSELF IN (952 


Tell your customers that all receivers 


are adaptable to U.H.F. Point out that 


they have their choice of this complete 
line of breath-taking designs and 
beautiful finishes—no extra charge for 
rich mahogany finish. Tell them that 
all sets have the noise-free, “Golden 
Throat” tone system—finest in 


RCA Victor history. THEN. . . 


The Kendall— 17-inch Super Set. 
Ultra-smart cabinet styling. Two 
doors.Walnut, mahogany or limed 
oak finish, (17T174) 


proven television. 


The Selfridge—2l-inch Super 
Set. Giant screen, compact table 
model. Mahogany, walnut or limed 
oak finish. (21T159) 


ELECTRICAL MERCHANDISING—FEBRUARY, 1952 


Then you’ve got them sold with 
the tops in television—for only 
RCA Victor television has Picture 
Power. Millions of RCA Victor 
television sets in owners’ homes 
prove to you that RCA Victor 

is the world’s most popular and 


The Clarendon — 21-inch 
Super Set. Distinctive Provin- 
cial design. Four doors. Mahog- 
any, walnut or maple finish, 
(21T179) 


The Rockingham — 21-inch 
Super Set. Regency styling, 
bowed front and full-length 
doors. Mahogany or walnut fin- 


ish. (21T178) 








The Donley—2l-inch Super 
Set. Modern design. Full-length 
doors. Walnut, mahogany or 
limed oak finish. (21T177) 


























The Suffolk—2l-inch Super 
Set. Colonial-style cabinet. Full- 
length doors. Mahogany, walnut 
or limed oak finish. (21T176) 











The Meredith— 21-inch Super 
Set. Open face console. Comes 
in mahogany, walnut or limed 
oak finish. (21T165) 


RCA VICTOR— World Leader in Radio... 
First in Recorded Music... First in Television 


DIVISION 0 RADIO CORPORATION OF AMERICA 
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The biggest advertising program in 
Calgon history will be reaching millions 
of new readers... telling the Calgon 
story to your customers. You belong in 
the big, new 1952 Calgon Push Program. 
Calgon’s making extra sales... extra 


dollars .. . extra dollars for you, Get your share of the PLUS PROFITS 
Calgon is the one water conditioner that in the 1952 Calgon push... 
eliminates washing film... works won- 

ders with any soap or washing compound 


...makes any soap wash better, makes STOCK CALGON—DISPLAY CALGON 
any water rinse better. 

Calgon is the fast turn-over item that GIVE CALGON EYE-LEVEL SHELF SPACE 
repeats ... sells big the year around. ADVERTISE CALGON 


Write for free display material and literature 
CALGON, INC., Hagan Building, Pittsburgh 30, Pennsylvania 


PAGE 24 FEBRUARY, 1952—ELECTRICAL MERCHANDISING 





For EASY installation...and EASY selling... 


aan up with (224M fans for 52 | 














Install with Only a Screwdriver! 


Adjustable mounting panels of 18” and 22” R & M Window 
Fans fit any window up to 39” wide. Electrically reversible. 
Flip of a switch forces air in or out. Two speeds on both 
intake and exhaust. Four blades, direct-connected. Quiet. 
18” size has 2500 CFM delivery; 22” size, 3400. Ivory 
enamel with silver-finish grille. Guaranteed five years. 18” 
size, $59.95; 22” model, $79.95*, retail. 





A Traffic 
Stopper! 


An attractive display for 
counter, table or window. 
Two sturdy supports 
fasten to fan’s adjustable 
panels. Fanoperates with 
display in place. Overall 
size with fan: 30” high, 
27” to 36” wide. Ask your 
distributor or write us for 
details on how to get this 
sales-making display. 


 Kamccapadon 


* 
1 te hm ety tne fe 

















No Special Construction, 
No “Extras” to Buy! 


R & M “Package” Attic Fans are complete home-cooling 
systems. There’s no trap-door, grille, or suction box needed! 
Ideal for low attics and all standard hallways. Rubber- 
mounted, sound-insulated. Change air once every minute 
in average house. Factory-lubricated, sealed ball bearings. 
Baked enamel (off-white) on shutter and trim. Four sizes 
with air deliveries from 4750 to 9500 CFM. Including 
ceiling shutter, from $154.93*, retail. 


Big 
| Merchandise Mover! 

Displays Attic Fans as they 
are actually installed in cus- 
tomer’s home. Of kiln-dried 
lumber, beautifully finished 
in two shades of blue lac- 
quer. Will last for years. 
Easy to assemble. Complete 
with extension cord and all 
necessary hardware. Size 
43” x 47”. Qverall height 
8’-5” with fan. Check your 
distributor or write us for 
details on how to get this 
hard-working display. 








ELECTRICAL MERCHANDISING—FEBRUARY, 1952 


*Prices subject to change without notice. 


ROBBINS & MYERS 


é 


Lens for 1952. 


Robbins & Myers, Inc., Fan Division 
387 So. Front St., Memphis 2, T: 





NEW TV FILMS FEATURING YOUR STORE 


AVAILABLE ON BOTH TYPES OF FANS. 
WRITE FOR DETAILS, NOW. 
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© Another FIRST! 
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STEAM-O-MIST is a specially formulated soluble fragrance that 
enables a woman to add a hint of fresh, sweet scent to her lovely 
things... AS SHE IRONS! 


IT’S A REVOLUTIONARY NEW IDEA THAT WILL 
CAPTURE THE IMAGINATION OF WOMEN ... 


Toy) 





































AND START THEM BUYING! ’ 
aa 
SO EASY TO USE > 
Just add a few drops of Steam-O-Mist 
to the water and iron as usual, 
ee * 
Adds just the right amount of fra- Banishes stale room odors, cooking 
grance co lingerie, blouses, linens, etc. odors, etc. . . . in just a few minutes! 
; y j 
Wonderful for freshening closets . . . Three delightful fragrances . . . pine, a 
adds a touch of spring to any room. lavender and old fashioned bouquet. moo 7 s 


a PROFIT PACKED OFFER is ready for you. Be FIRST to feature this brand new 
promotion ... CONTACT YOUR DISTRIBUTOR TODAY OR WRITE 


RIVAL MANUFACTURING CO., KANSAS CITY, MISSOURI - Rival Manufacturing Co. of Canada, Ltd.- Montreal 






Stone) lat 


IS A RIVAL EXCLUSIVE | 
.TO SKYROCKET YOUR SALES OF = 


STEAM-0-MATIC | 


steam and dry irons 


Retail Price 


19° 


U.S.A. 


















STEAM-O-MIST 
RETAIL VALUE 


$150 











During the introductory period THIS SENSATIONAL NEW PROMOTION WILL 


You can GIVE AWAY to your customers BE SPEARHEADED BY THE POWER OF 
with every STEAM-O-MATIC iron you sell 
one full-size bottle of STEAM-O-MIST PREES 


Women want Steam-O-Mist . . . and women want the STEAM-O-MATIC 
iron .. . sO, fora limited time you are going to be able to give them Steam-O- 
Mist as a bonus for buying their iron NOW. Ask your distributor about 
your own introductory special. 



















Dealers have proved LIFE’S unparalleled power to sell. 
When the sign “Advertised in LIFE" goes up, profit for 
you goes up. Because 24,000,000 able-to-buy consumers 
give you the largest magazine audience available today. 


BACKED BY A COMPLETE ARRAY 
OF MERCHANDISING MATERIAL! 


Full color Point-Of-Sale displays, giant wall hangers, 
consumer folders, ad mats, radio spot scripts, TV films 
—all yours with the special introductory offer. 


YOUR CUSTOMERS WILL BE ASKING 
FOR THE INTRODUCTORY OFFER — 
FASHION EDITORS ... WOMEN’S MAGAZINE MAKE SURE YOU ARE READY aie 


“It's the h les 
EDITORS aad HOME ECONOMISTS AGREE... ee 


in the steam iron industry. Nas NOW | 





4 A 
IT’S TIMELY...IT’S 


10 Fages of New leas for Kitchens! © 


Headline news on kitchens — for you and Mrs. 
America—in the February COMPANION. Every 
thing’s here—major and minor—in a 10-page port- 
folio in color. Spotlights electric range, refrigerator, 
freezer, dishwasher, mixer, ironer and lots more. 

Turn this exciting article into sales with window 
and interior displays. Yes, it’s easy to make 


ecu (z)() MPANION 


IN THE COMPANION 


" 





COMPANION reader traffic become store traffic — 
retailers everywhere are proving it! 

And you can stop shoppers with two other 
timely articles in the February COMPANION that 
highlight sewing machines, electric blankets, 
wake-up clock-radios, and infrared heat lamps. 
Put the COMPANION to work for your store today. 


THE TIMELY 
WOMEN’S SERVICE 
MAGAZINE 


AVERAGE CIRCULATION: MORE THAN 4,100,000 


THE CROWELL-COLLIER PUBLISHING COMPANY, PUBLISHERS OF WOMAN'S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 
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ALREADY PRE-SOLD 


Get a running start by fea- 
turing COMPANION-adver- 
tised goods. Pick out below 
the Electrical Products that 
you carry—then cash in on 
the COMPANION‘S No. 1 edi- 


torial boost! 


American Beauty Electric 
lron 

Arvin Automatic Electric 
lron 

Arvin Automatic Toaster 

Arvin Lectric Cook 

Cadillac Cylinder Vacuum 
Cleaner 

Farberware Percolator 
Robot 

Firestone Home Appliances 

Frigidaire 

Frigidaire Electric Ranges 

General Electric Automatic 
Dishwasher 

General Electric Steam 
& Dry Iron 

General Electric Washers 
& lroners 

General Mills Automatic 
Toaster 

General Mills Steam 
Ironing Attachment 

General Mills Tru-Heat Iron 

Lewyt Vacuum Cleaner 

Pfaff Sewing Machines 

Presto Automatic Dixie 
Fryer 

Presto Vapor-Steam Iron 

Regina Electric Floor 
Polisher & Scrubber 

Sunbeam Coffeemaster 

Sunbeam Mixmaster 

Universal Automatic 
Toaster 

Viking Sewing Machines 

Westinghouse Food Crafter 

Westinghouse Frost-Free 
Refrigerator 

Westinghouse Laundromat 
& Clothes Dryer 

Westinghouse Pop-Up 
Toaster 

White Sewing Machines 

Youngstown Kitchens 
Automatic Dishwasher 

Youngstown Kitchens 
Electric Sink 
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Whirlpool 


...its performance creates 


“over-the-back-fence” talk 
in your favor. 


neal 


more consumer acceptance, 
more good-will and 
more sales for you! 
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Suds-Mi 

- Miser 
Stores the hot sudsy 
water for re-use on 
as many loads as you 
want. Saves on soap 
and hot water costs. 


For Over 50 Years Manufacturers of the World’s Finest Home Laundry Equipment 
St. Joseph, Michigan, U.S.A. 


WA S 


Seven Rinses 


Four power rinses, one 
agitated deep rinse, 
then two more spray 
rinses chase all suds 
and dirt away. 





Aaiflo 
gifl 
Perma-smooth agitator 
creates more active, 
vigorous yet gentle 
water action to wash 
clothes extra clean. 


an ee 


Whirlpool’s beauty is surpassed only by its performance 





ction Germicida 
Helps sanitize clothes 
as they’re washed 


and floods them with 


“fresh-air” fragrance 
and sweetness. 


Plus many other exclusive selling features! 


WHIRLPOOL CORPORATION 


IN CANADA: John Inglis, Ltd., Toronto, Ontario 


ER §$ 


> 2. € 2 


OUR ARMED FORCES NEED YOUR BLOOD e@ CONTACT YOUR LOCAL RED CROSS TODAY 


1952 











or without Suds-Miser 


1ROWNER S 


two Telechron announcements of importance to you! 


ELECTRIC CLOCK 


Vv Two SMART NEW CLOCKS! 


* MINSTREL — Electric alarm. Features winged back that adds 4 PAGEANT — Color, clarity and curves in brilliantly designed 


beauty and conceals controls, Extra-wide base. Beautiful simplicity. kitchen clock that rivals the rainbow in choice of color-styling hues: 
Ivory-color case. Wide-angle vision crystal. red, blue, green, yellow. 


Only § 9 5" — “s 95° 


retail retail 


reduced from s to ‘45 


Here’s your chance for more sales than ever of America’s 
most popular electric kitchen clock! 





< DECORATOR —Color-styled to brighten every kitchen, 
comes with dials of red, black, aqua, yellow. Limited 
quantity! Now just $4.95* (retail) for a short time only. 





Telechron electric clocks are backed by powerful continuing national adver- 
ising — full pages and spreads in full color in Life, The Saturday Evening 

CALL YOUR DISTRIBUTOR TODAY tising — full pages and 9 wad : 
. we ° Post, Better Homes and Gardens. Special support, too, for the new Aladdin 


for your FREE new Telechron clock broadside. It gives you and the famous Little Tel, most advertised electric alarm model in history. 


details of the sales-stimulating new Telechron clock single- 
unit Time Table Display that carries 6 kitchen clocks on upper Telechron electric clocks are silent, need no winding, oiling, regulating. 
wing section — 8 alarm clocks on lower shelf section. Com- Are backed by a written warranty. More than two dozen different models — 
pact, flexible — and self-liquidating! Ask, too, for your FREE for every room in the home! Telechron is a trademark for products of 
advertising mats, glossies, price lists, Sales Training Booklets! Telechron Dept., General Electric Co., Ashland, Mass. *Prices plus tax. 
Prices and specifications subject to change without notice. 
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urf can make more 


washing. machine sales 
for you-3 ways! Ext 


1. New customers 


Make this money-saving offer—give 
a case of Surf — with the purchase 
of every washing machine. Talk 
about it in your newspaper advertis- 
ing — and in your window displays 
—and watch the customers come 
in! It’s a proved promotion that 
pays off in washing machine sales 
and profits! 


How could | resist 
a year’s supply of 
) | Surf—at no extra cost! 





2. Customers you can “sell up”! 


When you tell your customers about 
this big Surf offer . . . tell them how 
Surf saves time and work too. Ex- 
plain how Surf helps make your 
wringer-type machines work-saving 
wonders . . . how it helps your auto- 
matics work to perfection, and 
leaves them free of “ring” and scum. 
These are points that help you sell. 


| bought a better 
washer — because 
of that Surf “bonus”! 





yts washday time 
ce in half! 


NO RINSING 
NEEDED 


a San» \ aie 


3. Customers who can sell 
other women! 


Nothing sells washers like ‘“word-of- 
mouth” advertising — from one 
woman to another! Take advantage 
of this well-known fact, and get your 
customers to go out and sell for you. 
Offer them a case of Surf... a year’s 
supply ... for every prospect they 
bring in who buys one of your ma- 
chines. They’ll tell their friends and 
relatives. And how your sales will 
show it! 


Pe Oe OS SE OSS SSS SSS SS SSeS Se eee 





CLIP THIS COUPON TODAY! 


Free kit of sales tools will help you 
dramatize this Surf deal ! 


17 pieces of colorful window trim 
Mats in 3 sizes 


ALL AVAILABLE FREE! 


Only washdey product approved by U. S. Testing Co. for no rinsing! 
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LEVER BROTHERS CO., Dept. 3794 


390 Park Avenue, New York 22, N. Y. | Fee ee Cee ae } 





For use as “Sales Closers” with our washing machines, ship freight prepaid 
(express collect) and bill to us cases of No-Rinse Surf—24 packages to 
case (minimum order 3 cases). 
Price* schedule is . 

3 through 34 cases—$6.75 less $1.75 advertising allowance each case 

35 through 74 cases—$6.68 less $1.75 advertising allowance each case 

75 or over —$6.62 less $1.75 advertising allowance each case 
You may take this order as our assurance that this Surf is not for resale and that 
we shall offer not less than 12 packages of Surf per customer to our washing 
machine customers and prospects ; that we shall furnish you upon request a list 
of the persons to whom we give free Surf, as required by the terms of the Surf 
Washing Machine Premium Plan. 


C) Send me free kit of sales tools 





Street County 





City State 





Ordered by 
*These are correct prices at press time. All prices subject to change without notice. 
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EVANS 


PR.O.0 2 CilsSs Cap m ra wy 


Heating and Appliance Division, Plymouth, Mich. 





in Canada... The Eureka £lectric Co., 


Kitchener, Ontario 
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THIS SALES MAKING UNIT SPEARHEADS THE GREAT 4&@/AVAZS HOME HEATING LINE 
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picture television ... in table models 
and consoles. . . with Dynamagic radio 
built right into the TV chassis. 

And what a radio! Never before such 
outstanding performance... achieved 
in large measure by ‘“‘sharing”’ circuits 
and precision engineered components of 
Admiral’s famous Triple-X T'V chassis. 

Think of it! TV plus a complete radio 
that brings in all standard broadcasts 
... both in a compact cabinet no larger 
than one designed for a TV set alone 
... both for no more than other famous 
name sets with television alone. 


Now! TV Plus Radio at the Cost of Other Sets with TV Alone! 


It’s another ‘“‘first’’ from Admiral! Big 


Plus All These Features... 


New “Glare-Trap”’— with revolutionary 
“‘cylindrical-face’’ picture tube that 
eliminates annoying light reflections. 


Famous Triple-X Chassis —World’s 
most powerful TV . . . engineered to out- 
perform any set, anywhere, any time. 


Amazing Cascode Amplifier — performs 
as though station power had been in- 
creased up to 400%. 


Built-in Turret-Tuner—ready for UHF 
stations. No external converter needed. 


Roto-Scope Antenna—the only built-in 
antenna that’s directional. 


ZV’ Model 421M15—Smart, period 
styled walnut or mahogany TV console 
with built-in radio and phono-socket. 


Admiral $ 
wie pe ite AS . és 189” 
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Known Everywhere for Superior Performance 


” ill 








ECIE 
FRACTIONAL 


HORSEPOWER 
MOTORS 


SUR REESE: 











Your products gain prestige when they are 

powered with Packard fractional horsepower 

motors. The Packard motor’s name is so widely 

known—so greatly respected—that customers value 

your product more when they see it is Packard powered. 

For more than thirty-six years, Packard has specialized 

in the manufacture of fractional horsepower motors ... and built 

an outstanding reputation for uniformity of quality in motor 

products. Today, with greatly increased facilities for engineering and 

manufacturing, Packard can offer you more, in service and products, 
than ever before. 





So take advantage of Packard’s ability to serve you and your prod- 
ucts now. Choose Packard fractional horsepower motors and get thor- 
oughly dependable quality—while you win added prestige for your product. 


GM 
Fad 


Packard Electric Division, General Motors Corporation, Warren, Ohio 


® 


DEPENDABLE APPLIANCE MOTORS FOR THIRTY-SIX YEARS 
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ALL from 
MmiU RRA YY 


Base Cabinets...Wall Cabinets... 
Sealers...Fillers...Sink Fronts... 
Cabinet Sinks... 

...f0r every kitchen in the country! 





Yes, Murray’s complete, beautiful line of kitchen 
cabinets meets every requirement. No matter how 
large or small a kitchen area you're called on to fill, 
Murray’s there with the answer. 
These are the units that have received national 
recognition for highest quality. This is the line with Y a 
so many selling features. Jas ~ ed és VISIT us at our plant in Scranton, 
Wall cabinets with concealed hand grips (one WY S ce Pa. .. . or when in Chicago see the 
smooth surface to clean). Silent-action doors and ‘ Murray Exhibit, Room 1124, at the 
drawers. Rounded corners that never snag, have that WS SS Merchandise Mart. 
solid, quality look. All-steel cabinet sinks of every SG Full details of Murray Kitchens sent 
size, for every budget; acid and stain resistant SS on request. 
porcelain enamel, MANY MORE FEATURES THAT MAKE > 
SELLING EASY! 


-_ 


” oe 








THE MURRAY CORPORATION OF AMERICA * HOME APPLIANCE DIVISION * SCRANTON 2, PA. 
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Fiwctional Aol, Hore 
MIMA 
DY NAFANS 








All Dynafans are designed for use anywhere from cellar-to-attic. They produce 
perfect ventilation wherever needed, whenever needed because they're wonderfully 
versatile and thoroughly portable. 


Dynafans do everything window fans do—and do it better because of their high 
velocity air displacement. They require no installation whatever. Beauty of window, 
curtain or drapery arrangements is in no way marred. 


All Dynafan housings can be reversed for intake of fresh air or exhaust of stale air, 


All Dynafans provide draft-free ventilation at any height when tilted upward. 
Sturdy construction and weighted base — plus the balanced, aerodynamic “Dyna- 
blade”’ practically eliminate vibration. All Dynafans carry a 5-year guarantee. 


AIR VOLUME PRODUCED BY MIMAR DYNAFANS MEET MOST EVERY NEED 


Dynafan 525....3850 cubic feet per minute 
Dynafan P-525..3850 cubic feet per minute 
Dynafan 425....2950 cubic feet per minute 
Dynafan 325....2500 cubic feet per minute 
MIMAR PRODUCTS, INC., BROOKLYN 5; NEW YORK 


Branches: El Monte, California « Chicago, Iilinols 
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with time-and-effort-saving features 
never before combined on ONE machine! 


re 


a Siena - 


1. Automatic clear signal. 
Gives automatic printed proof 
of whether or not the machine 
was clear when the operator 
Started to use it. 

2. Automatic space-up of tape. Spaces 

tape to correct tear-off position when total 

is printed. Saves time, effort, paper. 


6. Subtractions in red. 
Can never be mistaken 
for additions. Stand out 
prominently even after 
amounts have been 
“checked off” on the 
tape. Identified instantly, 
for everyone knows the 
meaning of red figures. 





3. Aut tic credit bal Actual 
minus totals are automatically com- 
puted, and printed by a single touch 
of the total bar. Prints in red, with 
CR symbol. 


4. Full, visible keyboard. All ciphers 
print automatically — saving time, 
motion, and effort! Two or more keys 
can be depressed simultaneously. 
Amounts remain visible until added. 


7. Large answer dials. Always 
show the accumulated total in 
large numerals. Permit use of 
machine without tape. 


5. Easy-touch key action. Depression of 
keys is practically effortless, yet sufficient 
to tell you when you have depressed a 
key. Tension is uniform 3% oz. 


8. Heavy-duty construction. Compact 
for desk use. Portable enough to move 
about, yet rugged enough to carry on 
through long years of hard service. 


These National Adding Machine features can 
mean money to you... in time saved . . . in added 
accuracy ... in more work done with less effort. 
Prove it in your own office, on your own work. 


Call the local National Cash Register Company’s 
office, or the dealer or distributor for National 
Adding Machines. Arrange for a revealing dem- 
onstration now. 


THE NATIONAL CASH BREGISTER COMPANY, DAYTON 9, OHIO 
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Youll cover more —- with 





as 
Electric Ranges — —_ 











the greatest dollar value 
on the map of merchandising 


You'll attract more business with Preway, make sales you’d 
otherwise miss, because this dynamic, fully automatic line of 
electric ranges gives you a powerful, promotable price advan- 
tage that your competition can’t meet. With Preway you can 
reach out aggressively, confidently . . . demonstrate functional 
features that match those on the high-priced ranges of the in- 
dustry. And this realistic approach is reinforced by quality 
construction that your customers can see and feel. 





Yes, there’s power here .. . striking power strong enough to 
put your store squarely on the merchandising map in your com- 
munity. Over two thousand straight-thinking dealers are already 
in this position. They know Preway is the tested pathway to 
more sales and extra profits. Join them yourself. Write for full 
information on this value-packed line of electric — and gas — 
ranges that is sweeping the country. 





Truss construction 
PRENTISS WABERS PRODUCTS CoO. Full Titanium porce- 
9252 SECOND STREET, N., WISCONSIN RAPIDS, WISCONSIN lain enamel finish 
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That’s the great sales advantage you have when you 
demonstrate KitchenAid Food Mixers. As your customers see 
KitchenAid’s “round-the-bowl” mixing, their own eyes see why 
KitchenAid is so superior ..- why it assures far more thorough 
mixing . . . Why they’ll get such uniformly excellent results. 


When they see the single beater traveling completely around the 
inside surfaces of the bowl . . . rotating as it travels... completely 
covering every spot in the bowl... they’ll immediately appreciate 
why KitchenAid is different, better than any other food mixer. 


Their eyes too will show them the other great KitchenAid ad- 


vantages . . . the handy, up-front mixing guide, the Pyrex brand 
bowl... the wide variety of useful attachments that KitchenAid’s 
“built-in power” easily operates without need for 
expensive power boosters. 

For a real sales story, let their eyes do the selling. 
You'll find it pays! KitchenAid Electric House- 
wares Division of The Hobart 
Manufacturing Co., Troy, Ohio. 


Here’s Another “*Eye-Opener”’.-- 
the KitchenAid Electric Coffee Mill. 
Let a demonstration show them how they 
can get truly fresh, flavor-filled coffee at 
the touch of a switch. Grind whole bean 
coffee and let not only their eyes but 
their noses sell for you! The unusual, 
practical gift for every occasion. The 
Hobart Manufacturing Co., Troy, Ohio. 


itch nAl dé 
C TRADE QMARK 
The Finest Made... by ie 
World’s Largest Manufacturer of Food, 
Kitchen and Dishwashing Machines 


e 





Tie in with NEMA year-round program 
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The above rooms are one of a series 
which appeared in the November issue of 
one of the leading home service magazines 
—Successrut Farminc! 

A revolution in farm living is under 
way. The modernized farm home follows 
the modernized and mechanized farm. 

On prosperous Midwest farms, houses 
are being remodeled or extended. Second 
houses are being built for retired oldsters 
or children’s families. 

Electric wired farm homes have doubled 
since 1945. Electricity has brought water 
systems, central heating, new bathrooms 
and kitchens. The Midwest farm family 
is the world’s best market today for high 
quality furniture and furnishings. 

These farmers have had an even dozen 
years of unprecedented prosperity, have 
billions in savings, and living standards 
no longer satisfied by borax lines. 

Home furnishing is a major subject in 
SuccessFut Farminc these days...because 
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SF editors know their readers? interests, 
and how to serve them. 

Advertising gets warm response and 
quick action in SuccessFuLF arminc which 
reaches almost a million of the country’s 
best farmers in the fifteen Heart states... 
farms with the highest investment in 
land, livestock, building and machinery 
...operated with the best brains, best 
methodsand best equipment...producing 
thelargestcash crops and highestincomes. 
The average gross income of the SF Heart 
state farmer is a good 50% above the US 
farm average. 

Television doesn’t touch this market 
yet, and general media merely fringe it. 
Nothing reaches as much of the best of it 
as SUCCESSFUL FaRMING—the one medium 
needed to balance your national appliance 
advertising effort. Full facts, any SF office. 

Meredith Publishing Co., Des Moines 
..-New York, Chicago, Cleveland, Detroit, 
Atlanta, San Francisco, Los Angeles. 
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SYLVAMA TY APPOLVES 


AS DISTRIBUTOR FOR SOUTHERN 


YLVANIA TV takes great pride in announcing the ap- 
S pointment of Gough Industries, Inc. as its Southern 
California Distributor for the Radio and Television Divi- 
sion, Sylvania Electric Products Inc. San Diego, Long 
Beach, Bakersfield, San Bernardino, Santa Barbara and 
Phoenix will also be included in the Gough territory. The 


appointment becomes effective February 1, 1952. 


As one of the outstanding figures in the Television In- 
dustry, Mr. Philip Gough has guided his company’s dis- 
tributorship to a top-flight position recognized from 


The ADAMS—Unexcelled reception Coast-to-Coast. 
in a 17” Console with HALOLIGHT. 
Movie-Clear* television at its best. 


Cabinet in Mahogany or Blonde. At this time Sylvania TV 


also announces that 


HALOLIGHT 


the frame of light that’s kinder to your eyes is now avail- 
able on certain 17” models for the Spring of 1952 as well 
as on 20” models. This means that HALOLIGHT, the most 
exciting feature in the Television Industry, will be within 


the reach of millions. 


The LINCOLN — Deluxe 17” Tele- 
vision, Radio- Phonograph Combina- 
tion with HALOLIGHT. Modern Ma- 
hogany cabinet. 


TELEVISION 


TELEVISION SETS; RADIO TUBES; TELEVISION PICTURE TUBES; ELECTRONIC PRODUCTS; ELECTRONIC TEST EQUIPMENT; FLUORESCENT LAMPS, FIXTURES, SIGN TUBING, 
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GOUGH EVDUSTRIES, IMC. 


CALIFORNIA AND PHOENIX, ARIZ. 


i IS a great satisfaction to us,” said Mr. Philip 
Gough, as he signed the franchise for Sylvania TV 
for the Southern California territory, “‘to identify 


ourselves with Sylvania TV—with HaLoLicurt. 


“Through handling the Sylvania line of fluores- 


cent tubes and fixtures, we are very familiar with PHILIP G. GOUGH 


Sylvania’s 50-year background in lighting and elec- President, Gough Industries, Inc. 





tronics and with the strength and reputation of Syl- 
vania. 


“We have great respect for the engineering skill 





of Sylvania and have watched with interest the de- 
velopment of its television receivers — their design, 
their beauty and Sylvania’s sound service policies. 
“We regard HALOLIGHT as the leading feature on 
any television line in the country today. 
“It is our intention to make Sylvania TV the lead- 


ing television line in our territory.” 


The JEFFERSON—20" Hepplewhite 
Console with Doors, featuring HALO- 
LIGHT. This superb television receiver 
will give unending satisfaction. 


TELEVISION 


*Sylvania Trademark 


WIRING DEVICES, LIGHT BULBS; PHOTOLAMPS; RADIOS. SYLVANIA ELECTRIC PRODUCTS INC., RADIO & TELEVISION DIVISION, 254 RANO STREET, BUFFALO 7, NEW YORK 
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Ushering in a new refrigeration era... 


The completely new. . completely different 


Cycle-matic Frigidaire 


Now being shown to Frigidaire Dealers from coast to coast 
Watch for announcement in the February 23"4 issue of POST 





Rauland- the Original 





Perfected in Rauland Electronics Laboratories, 
this tube that gives edge-to-edge sharpness of focus 
without coils and magnets is proved and ready 
as the materials pinch becomes painful 








BETTER in all ways! Gives better over-all FOCUSES by using D.C. voltage already 
focus—hair-line sharpness from edge-to-edge available in the receiver. 
—with NO critical materials for focusing . . . 


and STAYS SHARP under considerable eee focusing colis and stagnate 
variation in line voltages. . .. Saves critically scarce copper and cobalt. 


REQUIRES NO re-engineering of present tele- 

vision chassis... NO added high voltage This new Rauland development is now 
focus circuit . . . NO added receiver tubes available in substantial quantities in 17 
... NO additional components except an in- and 20 inch rectangular tubes. For 
expensive potentiometer or resistor. further information, address . . . 


THE RAULAND CORPORATION 


4245 N. KNOX AVENUE ¢ CHICAGO 41, ILLINOIS 
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A MESSAGE TO AMERICAN INDUSTRY © ONE OF A SERIES 


HOW TO HELP BRITAIN 
...and Ourselves 


The purpose of this editorial is to help Win- 
ston Churchill obtain the aid Britain needs 


(1) to weather her present financial crisis, 
and 


(2) to avoid a chronic recurrence of such 
crises. 


This is not a philanthropic purpose. 


Britain is our staunchest ally in the free 
world’s continuing fight for survival. She can- 
not perform her role effectively if she is 
broke, or if she careens from one financial 
crisis to another. 


Then, too, a nation such as ours— comm’ . 
ted to private enterprise as a way of econ... 
life—has a special interest in helping Winston 
Churchill to help Britain. His administration 
is relatively friendly toward private enter- 
prise. Should he fail, he would be replaced 
promptly by a Socialist government more 
hostile than ever. And that would weaken 
the standing of private enterprise in the free 
world. 


Cause of the Crisis 


It is the drive of the Western World under 
our leadership to rearm against Russian ag- 
gression that has precipitated Britain’s finan- 
cial crisis. It set off a scramble for raw mate- 
rials from which armaments could be made, 
and for many other materials that might be 


short in the event of war. So the prices of the 
things that Britain must import—mostly raw 
materials—have been boosted more than the 
prices of things she can export—mostly fin- 
ished products. That leaves Britain short of 
funds to pay for essential imports. This diffi- 
culty increases as the necessity becomes more 
urgent to divert industrial effort from produc- 
tion for export to production for security. 


The Basic Trouble 


Although Britain’s immediate crisis was 
touched off by the rearmament drive of the 
Western World, her basic affliction is one 
from which she has suffered since the end of 
World War II. Stated in its simplest terms, 
Britain does not produce enough goods to pay 
her own way as one of the family of free 
nations. 


For years this deficiency in home produc- 
tion was made up by income from shipping 
and overseas investment. But Britain had to 
sell a large part of her foreign investments to 
finance her heroic part in World War II. So 
her income from that source has been greatly 
reduced. And, in spite of an increase of about 
a third above prewar in her own production 
of goods and—thanks to a continued “auster- 
ity” program—a much larger increase in her 
exports, Britain still is not paying her own 
way. 
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Two Ways to Solvency 


Britain has two ways to restore her sol- 
vency. One is to cut down on what is con- 
sumed—the belt-tightening process. The other 
is to step up British production. 


To surmount the present crisis, Mr. 
Churchill has asked for some cutting down. 
He probably must ask for more. 


Except as a stop-gap expedient, however, 
more cutting down of Britain’s consumption 
is clearly a dangerous course. That would 
further depress a British standard of living 
which, not more than half as high as ours, 
already is too low. Politically such a course 
would grease the skids for Winston Church- 
ill’s administration, even now governing by 
a wafer-thin parliamentary margin. Also, as 
The (London) Economist remarks, the “lazy 
expedient of cutting trade” would result in 
“hurting other people and forcing them to 
take similar action’’—by cutting the market 
for their products. 


The Only Cure 


The best and, in fact, the only way to help 
cure Britain’s economic ills is to help Britain 
produce more. Here the technical possibilities 
are encouraging. On the average, the British 
industrial worker produces only about 40 
percent as much a year as the American 
worker. That is a British estimate, made by 
Sir Ewart Smith. 


Wider use of better industrial methods and 
modern tools and an infusion of the compet- 
itive incentive into British industry — to re- 
place the cartel and other restrictive practices 
— would go a long way to narrow this wide 
gap in worker productivity. This is the con- 
sensus of experts on both sides of the At- 
lantic. 


Since 1948 the Anglo-American Council 
on Productivity has done much to encourage 
output per man-hour in Britain and to foster 
this doctrine with both labor and manage- 
ment. But much yet remains to be done. 


In the United States it is increasingly sug- 





gested that before we give Britain any more 
economic aid we should insist that everything 
possible be done to exploit the technical pos- 
sibilities of increased production. This em- 
phasis on production is needed. But if we 
Americans were to impose upon the hard- 
pressed British people conditions that could 
be construed as an affront to a friendly and 
sovereign nation, we might well put into the 
hands of a masterful rabble-rouser such as 
Aneurin Bevan, the anti-American leader of 
the Labor Party’s left wing, a campaign issue 
on which to maneuver himself into the Prime 
Ministership. 

Churchill Can Insist 


But Winston Churchill is not so handi- 
capped as we should be in imposing prereq- 
uisites of further aid. As Britain’s own, most 
honored leader he will raise no touchy ques- 
tions as to Anglo-American relations if he 
insists that Britain have firm plans to cure her 
economic ills, plans sharply focussed on ways 
and means of increasing Britain’s industrial 
efficiency. 


By presenting a convincing plan to cure 
Britain’s recurring crises through great- 
er production, Mr. Churchill will greatly 
facilitate the process of getting the aid 
his country must have. He will also re- 
move an increasingly dangerous element 
of dissension in Anglo-American rela- 
tions—the feeling of many Americans 
that more aid to Britain is more money 
down the drain. The way to counter that 
feeling is to come up with a prescription 
for an economic cure, not a request for 
another economic poultice. 


Technically, such a program is entirely 
feasible. It will perhaps be the supreme test 
of Winston Churchill’s statesmanship to make 
it politically feasible as well. 


In the interest of Britain, of the United 
States and of the whole free world, we wish 
him all success. 


McGraw-Hill Publishing Company, Inc. 
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3 RIBBONS TELL REAL SALES STORY OF 


EW G-E ROOM AIR CONDITIONERS 


G-E DESIGNED + G-E ENGINEERED + G-E MADE + G-E TESTED 





Triple Air-Focus Grilles — an 
easily demonstrated feature 
of G-E Room Air Conditioners 
—direct three streams of cool 
air to suit the most critical 
room occupant and avoid 
wasteful cooling of unused 
areas. Ribbons show one pos- 
sible air pattern. There are 
hundreds more! 


"Sell-Easy” G-E features give appliance dealers 


greater hold on profitable Air Conditioning Field 


You can bet on this shining beauty of a G-E 
Room Air Conditioner...and win! 

Less than 1% of the average appliance 
dealer’s customers now enjoy air condition- 
ing. The other 99% are waiting to be sold. 
You can do that job better with G. E.! 

G. E. offers you not only 2 feature-packed 
new room air conditioners to sell (a % and 
%4 hp. unit), but gives you the tools to do 
a bang-up merchandising job. Name your 


favorite sales-producer—radio, direct mail, 
local ads, canvass selling. What you need is 
in G. E.’s Giant Dealer Kit. 

Hitch your wagon to this rising star... 
now! Cash in this summer when sales of 
other appliances can take a seasonal tail- 
spin. See your G-E Room Air Conditioner 
distributor for full details. General Elec- 
tric Company, Major Appliance Division, 
Louisville 2, Kentucky. 


You can put your confidence in— 


GENERAL @ ELECTRIC 
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STOP prospects with this promotion program: 


re NATIONAL ADVERTISING. High reader- 
ship ads in The Saturday Evening 


Post. Reprints available. 


ient space-saver and customer- 


COMPACT DISPLAY STAND. A conven- 
2 catcher. Makes sales. 


TV AND RADIO SPOTS. Ready-made for 


dealer use. See em... hear ’em...use 
’em to sell. 


—, SPECIAL FINANCE DEAL. A practical 
plan to help dealers stock early and 
sell more! Ask your distributor how 

—_ it works. 


GO places with a feature-full story! 


@ Styled by Walter Dorwin Teague Associates 
@ Quiet as a kitten 

@ Triple Air-Focus Grilles 

@ Hidden yet Unrestricted Air Return 

@ Feather-Touch Comfort-Selector Dials 

@ Whiskaway Stale Air Exhaust 

@ Permasealed Cooling System 

@ Five-Year Protection Plan 
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FOR price, features, beauty, saleability... 


Thi 0 05) SY OCCHELS 
ISISIT cveyuiee 


New NORGE Time-Line 
Automatic Washer 
selling like hot cakes! 


Is it really that good? Brother, you don’t know the half of it! This new 
Norge is the once-in-a-lifetime miracle that dealers dream about. An ap- 
pliance so perfectly designed and engineered—so appealingly priced — 
so packed with features women want—it’s proving to be a sales “natural”. 

Yes, sir... This is really it! Why wait? You won’t know what you're 
missing if you don’t sell Norge! 





EXCLUSIVE TIME-LINE CONTROL OFFERS 
GREATER EASE...GREATER FLEXIBILITY 








Not even a dial to set! Housewife 
merely presses the Time-Line button 
and the new Norge does the rest. It 
automatically fills with just enough 
water for any size load—then washes, 
rinses, spin dries, and turns itself off— 
automatically! User may skip or re- 
peat any part of the cycle because 
every step is visible a// the time. 


Tops the field in features. Actual tests 
prove that the exclusive Double four- 
vane agitator in the new Norge pro- 
vides the best washability in the in- 
dustry. Other features include five 
warm rinses with agitated overflow 
rinsing, tangle-free spin-drying, plus 
lower water consumption ... and a 
lower selling price! 


Watch these stars make NORGE the best-known washer in America! 


KATE SMITH 

What Kate says, folks believe! On her 
night-time TV show, “The Kate Smith 
Evening Hour’’, see her sell the new 
Norge Automatic Washer and the entire 
Norge line in her own sincere way. She’s 


on NBC for Norge every other week in 
all available TV markets. 


. ae 


RED SKELTON 


When Red tells ’em, audiences /isten! And 
he’s now on for Norge in the “Red Skelton 
Radio Show”, promoting the Norge Auto- 
matic Washer and other Norge home ap- 
pliances. The show is broadcast every 
week in key areas that can’t be reached 
by television. 
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What a combination! Kate Smith on TV and Red Skelton on radio.., 
selling the new Norge Automatic Washer and other Norge home 
appliances to your potential customers right in their homes week after 
week. It’s a big-time advertising campaign that really hits home! 

And even that’s not all. Watch for a forthcoming schedule of dy- 
namic, hard-selling magazine advertising that means business for 
Norge dealers everywhere! 


You wont know what youte missing 
if you dont self 


THE LINE THAT PAYS OFF FOR THE DEALER! 


Canada— Addison Industries, Ltd., Toronto 
REFRIGERATORS * GAS RANGES AND ELECTRIC RANGES 
WASHERS ° ELECTRIC WATER HEATERS ° FREEZERS 
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until you see 
the sensational 


new refrigerators 
by COOLERATOR and Ee T 


Don’t stock up—yet! Don’t settle for a lesser line of refrigerators until you see 

these new engineering triumphs by Coolerator and IT&T. Completely new from the 
ground up, they have all the features to make them easy to sell—perfected automatic 
defrost, separate or inner-door freezer chests, tip-up shelves—just to mention a few. 
And they’re gleamingly beautiful—inside and out! 

The wraps are coming off this month—February 22. See your distributor for details. 
Get in on the ground floor with this profitable line. Write to The Coolerator 
Company, Duluth 1, Minnesota. 


Ask about a Coolerator franchise now! 


iT T Wir REFRIGERATORS, FREEZERS, RANGES 


INTERNATIONAL TELEPHONE AND TELEGRAPH CORPORATION 
67 Broad Street, New York, N. Y. 
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He knows the problems that dealers will face in the months ahead. Distributor 
Kenneth L. Hampton of Valley Electrical Supply, Fresno, Calif., uses a calendar 
and a heavy crayon to dramatize them, his experience and skill to offer solutions. 


What to 


Outstanding distributor Kenneth L Hampton knows 
how dealers ought to meet 1952's uncertain market 
conditions and Kemp Appliance Co., a Burlingame, 
Calif., retailer shows how to apply his advice—in this 
eight page photostudy by Howard Emerson 


‘WHAT TO DO IN ‘S27 


6 tele of us, the appliance and 


television retailer and the spe- 

cialty distributor, are asking 
that $64 question as we find ourselves 
a month into another year of a half- 
war, half-peace economy. Will we get 
enough appliances to permit a volume 
that will maintain a reasonable profit 
for us? Will there be enough money 
left after higher taxes and higher 
living costs to let the public buy the 
appliances we have? And if our pros- 
pects continue to have a surplus of dis- 
posable income, will they use it or 
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will they keep on piling it into 
banks?” asks Kenneth L. Hampton, 
manager of the Valley Electrical Sup- 
ply Co., Fresno, Calif., and nationally- 
recognized consultant and speaker on 
retail appliance merchandising tech- 


— 

one of us as individuals can, or 
should, try to answer such general 
questions to which the answers are 
so far beyond our reach, he suggests. 
Instead, if we want to know what 
to do for 52 we should begin by 
recognizing that this year will be one 


1952 


Merchandising 
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He shows, with the aid of ELECTRICAL MERCHANDISING’‘s camera, how dealers 
can utilize Hampton’s suggestions. Peter Dannenfelser, manager of Kemp Appli- 
ances, Burlingame, Calif., recognizes the need to make his firm sound and flexible. 


in which it will be increasingly hard 
to do business profitably because of 
those many uncertainties—and as a 
result of knowing that we should 
try to adjust our business operations 
so that we stand a better than even 
chance of staying in business and mak- 
ing a profit regardless of what hap- 
pens. It can be done if we stop look- 
ing only at Washington and our 
suppliers, and look closely at those 
elements of our own businesses which 
will have to be put in such shape that 
we can survive any of the economic 
conditions that may arise in 1952. 
Basically, the dealer who adjusts his 
operations to meet the possibilities of 
a period of uncertain market condi- 
tions must seek two objectives—one 
is to be able to sell and service the 
appliances he is allocated at a mini- 
mum of cost, so that he may equal 
or approach in net profit from a few 
items that profit which he has been 
getting from many items sold at 
a higher cost. The other objective, 
says Hampton, is to maintain his 
rageee as a substantial merchant in 
is market area, continuing his long- 


range program of identifying himself 
and his store with the major brand 
names he carries. 

Reaching those objectives requires 
that the dealer take a close look now 
at every function of his operation to 
find where improvements can be made 
that will produce a satisfactory net 
profit regardless of the market condi- 
tions encountered in 1952. Hampton 
suggests that the dealer ready his op- 
eration with the following steps: (1) 
Gearing the sales plan to uncertain 
market conditions; (2) making promo- 
tions do the right job cheaply; (3) 
keeping a sharp eye on inventory; (4) 
considering service as a means of sur- 
vival and profit; (5) checking the little 
details of operation where small but 
important losses occur. 

LECTRICAL MERCHANDISING took 
Hampton’s specific — to a 
non-Hampton dealer, Kemp Appli- 
ances of Burlingame, Calif., and 
asked manager Peter Dannenfelser 
how he woukd apply them in his own 
organization. Dannenfelser had the 
answers, and results are on the follow- 
ing pages. 
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“USE OLD CUSTOMERS, your cheapest prospects. Sell what you have to those who are pre-sold on you, your brands and 
® your service,’ says Hampton. Donnenfelser welcomes family of customers who came in for gift at his invitation. 


them 3 
without hurting display of majors 


“Gear Sales to Uncertain Market” 


1 —Close in your market area 

2 — Make the most of the traffic you get 

3 — Your cheapest prospects are old customers 
4 — Improve store identification 

5 — Keep salesmen up to date 

6 —Compensate salesmen for commission losses 


7 — Sell up to increase margins 


8 — Provide the extra, inexpensive touches 


HE appliance and television re- 

tailer’s selling activities in 1952 
must be sufficiently flexible to suit a 
period when he may not know from 
delivery to delivery what appliances 
he may have in stock, says Kenneth 
Hampton. However, if the dealer re- 
members that under such conditions 
his safest bet is to work toward a 
month-to-month net profit—not to- 
ward gross volume—he will need to 
make adjustments in his selling meth- 
ods that will enable him to sell what- 
ever stock he gets at a minimum of 
sales cost. 

Basically, an adjustment of selling 
activities involves: (1) Restriction of 
those practices which produce big 
volume during a period of full supply, 
but which cost too much when supply 
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may be restricted; (2) expansion of 
those activities which produce sales 
at minimum cost, particularly using 
the user and following up on store 
leads; (3) taking advantage of every 
possible low-cost or no-cost prospect 
producing situation, both through co- 
operation with allied groups in the 
industry and by making the store, the 
displays and the personnel “sell them- 
selves.” 

In the first section of this Exxc- 
TRICAL MERCHANDISING photostudy, 
Peter Dannenfelser, general manager 
of pe 8 Appliance Co., Burlingame, 
Calif., shows how he and his organiza- 
tion apply the suggestions of Hamp- 
ton to gear their sales activities to the 
uncertain market conditions expected 
in 1952. 


1952 


a “PROVIDE THE EXTRA touches that keep customers coming back voluntarily 
# to buy at little if any cost to you.” The all-year gift wrapping service at Kemp’s 
is good example of the “’13th doughnut technique.” 
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1 “USE UTILITY campaigns to bring half-sold pros- 
*pects to you at little or no expense by timing 
advertising, displays and demonstrations with current 
load building program,"’ suggests Hampton. PG&E's 
Hilton supplies dryer poster 


“Make Promotion Do 
The Right Job, Cheaply” 


1 —Build sales on utility programs 

2—Get your money's worth out of displays 
3—Use distributor salesmen and demonstrators 
4—Cut costs with cooperative ads 

5—Make use of classified advertising 


6-—Tie in with fairs, home shows 


oVYVELL, at least I can look forward to saving 
some costs when I can cut down on the 
advertising and promotion I did when I had more 
appliances than prospects,” is a common thought 
as the dealer wonders how he will bring his costs 
into line should allocations tighten, Hampton 
says. He emphasizes that during 1952 the dealer 
will have to control himself not to jeopardize 
the long range profits that come from his being 
well known as the local source of the brands he 
carries. 

The retailer will have to make adjustments in 
his budget, in choice of media, in types of pro- 
motions, the timing of activities, etc., says Hamp- 
ton, but he feels that it would be business suicide 
for a dealer, distributor or manufacturer to cut 
out his advertising and promotion in 1952 because 
of the likelihood that supply may be no greater 
than demand during some of the year. 

Faced with the uncertain conditions of 1952, 
the dealer’s primary objective should be to utilize 
every possible low-cost promotion opportunity. 
With those as a foundation, he can extend him- 
self into more expensive promotional activities 
when they are necessary to maintain his position 
in the community or to move a specific stock of 
merchandise, Hampton explains. 
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2 “LET MANUFACTURER assist at point of sale by 
#using as well as buying those displays suitable to 
your store; let them help by using their literature as 
stuffers.’’ Reeves uses Lewyt display to supplement 
his sales talk. 


4 “SHARE ADVERTISING cost with distributors and 
* manufacturers to get prospects influenced by 
national advertising of your brands,’’ advises Hamp- 
ton. Space salesman Davies of Burlingame Advance 
works with Dannenfelser on co-op copy. 
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3 “DISTRIBUTORS ore anxious to help you promote 
a sales. Make use of their salesmen, promotion men 
and demonstrators—they cost you little or nothing.” 
Dannenfelser has Calif. Elec. Supply set up freezer 
demonstration. 


| 


at a 3 
5 “CLASSIFIED ADS are an inexpensive ‘must’ 
sto identify the dealer with his brands, to move 
used goods, to build service.’ Kemp’s uses all listings, 
stands good chance here as disgusted wife scans 
yellow pages tor ‘‘appliances—repair.”’ 


6 “JOIN DEALER cooperative programs, promote electrical living, and get more easily sold prospects.” 
*«Kemp’s joined 66 other dealers to sponsor appliance show attended by 79,500 at San Mateo County Fair. 
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“Keep A Sharp Eye 
On Inventory” 


1 —Set up and use a control system 
2—Stock what people in your town want 
3-If it doesn’t move, get rid of it 
4-Watch your rate of turnover 


5—Sell traffic-building merchandise 


ANY dealers, and distributors too, once 

thought that an inventory as large as 
physically and financially possible was the smartest 
move in times of impending shortages. And those 
concerns found in the spring and summer of 
1951 just what it meant to have a gigantic stock 
and no shortages. 

Mr. Hampton cautions those dealers who may 
not have learned their lesson that “the dealer 
who overloads his inventory but guesses wrong 
on a possible shortage usually will lose more 
money trying to unload or in paying interest over 
a long period than the conservative dealer would 
lose when his inventory was less than normal be- 
cause of a sudden shortage.” 

More sensible, says Hampton, is to try to main- 
tain an inventory as near normal as possible—not 
more than a 90-day stock, and to have this in- 
ventory in the brands and the models he normally 
carries. Then, if the dealer has his organization 
on an efficient working basis that produces the 
necessary volume of sales at minimum cost, and 
is making every effort to maintain and improve 
his position in the community and his identity 
with his brands, he will continue to operate profit- 
ably in spite of periods of less than normal supply. 
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1 “KNOW WHERE YOU STAND—how much stock, how long you've had it, what it costs and what it now 
® lists, through an inventory control system,’’ recommends Hampton. At Kemp’s a perpetual card system, 


plus regular physical check, above, does it. 


2 “STOCK THE MODELS most popular locally even 
# if it means smaller stock. They’ll sell more quickly 
at less cost, give fast turnover with higher net,’’ 
Hampton advises. Monarch’s double-oven and Ther- 
mador’s monel top are such items at Kemp’s. 
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3 “IF IT DOESN’T MOVE in 90 days, clear it out,” 
* is a necessary rule for profitable turnover. At 
Kemp’s this means regular checking of stockroom not 
only for dead items, but also for ‘‘last of a lot’’ sud’ 
as Reeves locates above. 


4 “TURNOVER is the magic word, the fundamental in controlling inventory for 5 “HAVE TRAFFIC BUILDING merchandise to produce regular flow of local 


® profits,’ says Kenneth Hampton. A 6-times yearly is good, and 4-times the 
minimum for profits. Kemp’s figures less than 90 days for turnover. 
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*customers. It'll pay a profit and produce major appliance prospects.” Kemp's 
is expanding this supply of lamps, cords, coffeemaker and mixer replacements, etc. 












1 —Eliminate costly extravagance 
2 —Don't waste anything 

3 —Avoid duplication of effort 

4 —Look out for returns 


5 --Belong to a credit bureau 


ek general saying that “it’s the 
little things that count” can be 
considered a rule when a dealer is 
looking toward establishing a normal 
net income from a less than normal 
volume. The few dollars here, the 
few dollars there, that are lost through 
) extravagance, waste, duplication of ef 
fort, bad debts, unwarranted mark 
downs, poor use of manpower and ex- 
travagance in the use of parts, supplies, 
services Or equipment, all come out of 
the net profit which is the dealer's 
goal. These individual losses are an 
unnecessary expense in a period of 
§ prosperity and restricted production, 
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WHAT TO DO IN °52 (continued) 


“Re-Check These 
Profit and Loss Points” 


6—Use vehicles for business only 


9 —A happy staff produces more sales 





7 —Handle stock a minimum of times 


& —Use or convert all land, equipment 






10 —Keep a good system of records 


Hampton believes from experience. 
He contends, too, that watching 
and controlling the little items snaps 
up the whole organization and gets 
better results right down the line. 
1952 is a year that will put a pre- 
mium on management by detail 
rather than volume at any cost. 

In line with Mr. Hampton’s sugges- 
tions, Dannenfelser checks the little, 
but important, profit and loss points 
that will mean increasing the 1952 net 
profit at Kemp’s by cutting out the ac- 
cumulation of small losses that are 
present in most appliance retail or- 
ganizations. 


7 “STOCK HANDLING can cost too much when warehouse or delivery arrange- 
# ments require several movements of each item. Rearranging for minimum 
handling will increase profit.’’ Dumbwaiter allows one-man delivery to showroom 































“EXTRAVAGANCE is a luxury dealers can’t afford when they seek higher 


Sisal ratio on smaller volume,’’ says Hampton. 


Dannenfelser finds long 


distance calls to distributors are an extravagance, advises Reeves to use postcards. 


4 





“RETURNED merchandise, and service after warranty period, can be unneces- 


essary expense cutting dealer’s net profit,’’ 


believes Hampton. But each case 


needs judgment on its individual merits, so Mrs. Burger calls manager Dannenfelser 
when customer wants free service on this set 
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“UNUSED LAND, equipment and materials represent capital that should be 
#turning over as merchandise on your sales floor. Use it or convert it,’’ Hamp- 
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In such a mood, Dannenfelser gets cash for his stock of junks 
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“WASTE IS COMMON, often excusable during boom selling periods, but it 3 “DUPLICATION of effort is an inefficiency that can be controlled by careful 
2: cuts into net profits, must be controlled this year.” At a clean up session, «study of each employee's duties and assignments,”’ Hampton advises. The use of 
Kemp's staff locates give-aways, stuffers, displays, etc., that still can be used Mrs. Burger as bookkeeper, telephone operator and cashier, is efficient at Kemp's. 
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5 “BAD DEBTS represent a percentage of net that needs more attention when 


® market conditions are uncertain.’’ Manager Dannenfelser keeps his percentage 


6 “UNNECESSARY and careless use of dealer’s trucks and autos, either for 
low by membership in local merchants’ credit bureau, and visits, above, to check 
conditions and keep his records up to date. 


®personal use of employees, or on unnecessary service and installation trips, 
is an item that otherwise would show as net profit.’’ Kemp’s men check load 
against truck’s supplies to insure having right supplies for each installation. 





9 “PERSONNEL relations can be element in profit column. Satisfied, comfort- 10 “KNOW YOUR PROFITS and losses by installing and keeping a system of 
sable employees produce more sales at less cost.’’ Coffeemaker in Kemp's srecords simple, up-to-date, and readily accessible,“ Hampton advises. At 
G-E kitchen keeps salesmen in during a break, even entertains distributor’s man. Kemp’s, all transactions are recorded in triplicate, posted in ledgers, and filed. 
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1 “CUT DOWN on wasted time in the service de 

partment and the profits go up. Good men at 

™~, good wages waste the least time,’’ says Hampton 

: For this picture, Jim Ray portrays the serviceman wast 
ing his own and another's time 








in trades, and as a hedge aginst scarcities,”’ 





belong, *’ 














y] “RECONDITION as a sideline to utilize servicemen’s spare time, to get 3 
® good used appliances for the low-income market, to get back money invested 
Hampton advises 


4 “KNOW YOUR SERVICE COSTS, charge for them, and charge them where they 5 
. advises Hampton in recommending a good service ticket system 
Kemp’s uses a clip sheet on a pull-down cord to hold job ticket 


WHAT TO DO IN °52 (continued) 


“Good Service Is A Means of Survival - And Profit” 


1 —Cut down on wasted time 


2 


—Recondition used appliances 


3 —Get a reputation for quality work 


4 —Know and charge for your service costs 


S —Build a prospect list from service calls 


66) A SROPERLY developed and managed ap- 

pliance and radio-T'V repair department 
can mean the difference between just breaking even 
and making a decent profit during a period of 
shortages,’ Hampton points out. “It can be instru- 
mental in producing sales at a minimum of cost 
both through the reputation it builds with cus- 
tomers and their friends and by the chances for 
it to pick up hot prospects for closing at highest 
net profit. And, should the supply of goods 
drop seriously because of a further expansion of 
the nation’s defense effort, a good service depart- 
ment can keep a retailer going profitably.” 

But, says Hampton, the mis-managed service 
department, where losses have been charged off 
casually as a necessary evil or as a percentage of 





Kemp's does. 















sales costs in a large volume operation, can mean 
ruin for the same dealer when volume drops 
below a point where service costs can be carried 
as a luxury. Every dealer, whether he maintains 
his own service facilities, or farms it out, must 
analyze seriously the efficiency of his service 
operation when he prepares his organization for 
a year of uncertain market conditions. 

A fundamental in putting the service depart- 
ment on a break-even basis, says Hampton, is the 
establishment of a realistic pricing system. The 
public should not expect a free ride on the serv- 
ice truck. Cut-rate service departments serve a 
transient trade; fairly-priced departments can give 
the quality work that keeps regular customers 
and brings their friends. 





“GET A REPUTATION for quality work, make that sell the service department. 
« Well-paid, experienced technicians and adequate facilities are necessities.” 
At Kemp’s, a live test run by Jim Ray insures satisfaction of this repaired washer. 


“USE LEADS from service calls to make low-cost, productive prospect list. 
= Past service work will open door for salesman,”’ 
salesman Dierke gets leads from cards servicemen prepare on every first call. 


says Hampton. At Kemp’s, 
PY 
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HE electrical dealer is often a 

victim of sponges that soak up 

his profits and keep him short 
on working capital. These parasites 
cause invisible losses that can play 
havoc with business in a war economy. 
They are overlooked because they are 
non-billable items; the dealer doesn’t 
get a bill for them the same as for 
light, heat and telephone. The ac- 
countants call them “sponge items” 
and the dealer may have a half dozen 
sponging on his business. These are 
the things we mean: 


DEPRECIATION 


This covers the wear and tear on 
business property and fixtures, trucks, 
servicing equipment and other assets 
needed to sell and service electrical 
appliances and allied lines. When 
purchased, these assets should be en- 
tered in the books at original cost. 
From that time on they begin to lose 
value and should be written down 
yearly, depending upon the estimated 
life-span of the assets. If 10 years is 
the depreciation coverage, and if the 
cost of the depreciable asset is $1,000, 
then divide 10 into $1,000, which 
gives a write-off of $100 a year to be 
charged to net profit as an overhead 
expense and deducted on the income 
tax return. 

Many dealers do not wr te off any 
depreciation, or enough of it, and 
thereby are losing many thousands 
of dollars yearly. The loss is a dual 
one. By not including an adequate 
figure for depreciation in overhead, 
they short-cost their sales and also 
short-price them. By not taking this 
deduction they pay more income tax, 
too. The dealer who is not taking 
depreciation (or enough of it) on all 
his fixed assets should appraise their 
value at this writing, estimate the re- 
maining years of life, and write off 
the annual charge. The depreciation 
not taken for prior years since acquisi- 
tion is lost and nothing can be doe 
about it. You can’t get credit for it 
on the income tax return, you can’t 
get it back from customers who 
bought your wares or service with 
little or no depreciation figured in 
their selling prices. The dealer who 
omits this “sponge item” from his 
operating costs or costs it below par 
is giving his working equipment to 
customers for free and cutting his 
profits thereby. He’s an unwitting 
price-cutter. 
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DDT for PROFIT PARASITES 





You never get a bill for bad debts, depreciation or inventory losses, but they 
eat up your profits just the same. Here are six of the worst “sponge items” 
and the best ways to exterminate them 


BAD DEBTS 


Some dealers hold bad debts for 
years before writing them off and 
may build up to a sizable invisible 
loss in that time. Where dealers are 
lax on credits and collections this loss 
may cut profits substantially. To get 
this expense in operating costs and 
on the tax return, the dealer should 
average it for the prior three years, the 
bad debts written off in ratio to credit 
sales. 

If credit sales for prior years have 
averaged $30,000, and bad debts, 
$300, write off one percent of credit 
sales each month. In this way, this 
sponge item gets into operating costs 
so that when the dealer prices his 
wares he includes this cost in his sell- 
ing prices and customers make good 
for it. Installment houses sometimes 
write off as much as 6 percent or more 
for bad debts. The conservative dealer, 
who averages a bad debt loss of less 
than one percent, wonders how they 
do it and remain in business. The 
customers who pay settle up for the 
bad accounts sacs the loss is 
included in business costs and the 
prices set accordingly. 

One percent on sales may seem a 
minor invisible loss, but in this field 
today the dealer is lucky to net 4 per- 
cent on sales after taxes and a one 
percent loss on bad debts cuts his 
net 25 percent! The dealer may book 
a paper profit of 4 percent on sales 
but if he writes off some of these sales 
subsequently as bad debts, the actual 
profit is reduced by the write-off. 

The invisible loss arising from 
faulty accounting on bad debts, like 
depreciation, is a dual one. The dealer 
not only short-prices his wares, but 
he may not be permitted to take a 
deduction for a bad debt on his in- 
come tax return unless the debt is 
written off in the year it is ascertained 
worthless. If the dealer holds his bad 
accounts long after he knows they 
have gone bad and then seeks a tax 
benefit for the loss, he may be out of 
luck. 


LOSS ON INVENTORY 

This “sponge item” soaks up siz- 
able losses in establishments where 
stock control is bad or where the book- 
work is below par. Some dealers do 
not know what this “invisible loss” 
is until they take inventory at the 
end of the year and then it is too 
late to charge for it in their operating 
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costs. If a dealer experiences a loss 
on inventory and does not cover it, 
or make an allowance for it in his 
costs, he may find a deficit on the 
inventory account at the end of the 
year that will decrease profits and 
net worth. He can’t retrieve this 
loss any more than he can retrieve a 
loss on depreciation that has not been 
included in overhead. To play safe 
he should have estimated the inven- 
tory loss for the prior three years and 
allowed for it in his selling prices so 
that his customers would have made 
up the deficit. This loss is not deter- 
minable until a physical count is 
taken. 

Most dealers take the count at the 
end of the year. If the book value of 
inventory is $10,000 and the count 
shows $9,500, there is a $500 inven- 
tory loss. By averaging these variances 
over the prior three years the dealer 
will get a reasonable base upon which 
to estimate a loss on inventory for the 
current year and he should pro-rate 
the charge monthly so that it is in- 
cluded in operating costs and is re- 
flected in selling prices. 

We have known dealers to have 
an inventory count short of the book 
valuation by $1,000 or more, “in- 
visible losses” due to poor handling 
and recording of stock. Often much 
of this loss occurs in the service de- 
partment on parts and supplies that 
are not accounted for properly. Ob- 
viously, such losses cut heavily into 
profits, particularly at a time like this 
when taxes are so high. Moreover, 
the loss is hard to trace and often 
escapes the attention of the dealer 
entirely, who charges up the low net 
to a bad year or bungled management 
of one kind or another. Unless a 
dealer can trace profit or loss to 
source, he cannot intelligently apply 
correctives nor can he adjust his costs 
to cover managerial defects. If he 
knows how much he averages a year 
on loss on inventory, he can allow 
for it in his costs and retrieve the 
loss in his selling prices, thereby 
earning a satisfactory profit. Loss on 
inventory is not deductible as such 
on the income tax return because it 
is reflected in the inventory count 
at the end of the year. 


OWNER’S SALARY 


Many dealers do not include this 
legitimate expense under overhead; 
they figure that it makes no difference 


whether they charge up this outlay or 
not because their “take” is the net 
profit anyhow. This omission results 
in an erroneous picture of overhead 
expense, which leads to unprofitable 
pricing because the over-all cost on 
resale items and service is computed 
too low; thus the net profit is below 
what it should be. To illustrate, take 
a dealer whose condensed profit and 
loss statement shows the following 
figures: 


. $50,000 
. 30,000 
$20,000. . . .40% 
. 17,500. . . .35% 


Cost of sales.... 


Margin earned on sales 
Overhead expense .. 


$ 2,500.... 5% 


Suppose this dealer has recorded 110 
salary under overhead for his own 
services, preferring to let it ride and 
swell the net profit. Unless he makes 
mental note of this fact when costing 
sales or analyzing his profit and loss 
statement (and many do not), he 
will get the impression that his over- 
head runs 30 percent of sales. But, 
he would think otherwise if he put 
himself on the payroll for $3,500 a 
year, a reasonable salary for managing 
the business. Then, this is how his 
condensed profit and loss statement 
would set up. 


Net profit on sales... 


Cost of sales 


Margin earned on sales... $20,000. . 
Overhead expense — includ- 

ing $3,500 compensation 

for the owner 


. 40% 


. 42% 
....$ 1,000.... 2% 


When the dealer’s salary is in- 
cluded under overhead, this statement 
shows a net loss of 2 percent, instead 
of 5 percent net profit, and the over- 
head is 42 percent of sales, not 35 
percent. True, he has no more money 
at the end of the year, but he is not 
earning a satisfactory profit on sales 
because he is short-costing and Short- 
‘sn sales $3,500 yearly. We have 
snown many dealers who were in 
the red when compensation was fig- 
ured under overhead and the net ad- 
justed in line with this change. Such 
dealers would be better off working 
for someone else and drawing a 
salary without the headaches of man- 
agement. Check your own figures to 
find out if you are one of these. 

(Continued on page 144) 


Net loss on sales. . 


PAGE 59 




















Teen 


test. And all they needed was “sponsorship” by a TV 
purchaser. Inevitably, the pressure on families and 


-Age 
Beauty Contest 
Quadruples TV Sales © 


5,000 Grand Rapids high school girls all wanted to 
enter Al Heileman’s Miss Teen-Age TV beauty con- 


friends jumped Heileman’s sales—from $12,000: to 


$50,000 in three months 


RETTY girls are still the world’s 
: Pr gimmick. 
- 


For Al Heileman Service, 2115 
North Plainfield, N.E., Grand Rapids, 
Mich., 5,000 of them pyramided tele- 
vision sales from $12,000 to $50,000 
in just three months 
In simplest terms, Heileman’s pro- 
motion was a beauty contest, but the 
real reasons for the phenomenal jump 
in volume were his trimmings and 
variations. For example, any girl in 
Grand Rapids could enter his Miss 
Teen-Age ‘I'V contest—if she first per- 
suaded her parents, friends or relatives 
to buy a television receiver at Heile- 
man’s and thus become her sponsor 
And no girl had to wait for three 
months to find out if she was going 
to be a winner. Two winners were 
picked each week. At the end of a 
month the weckly winners fought it 
out in a contest held in a large down 
town theater and the winners of the 
monthly contests became eligible for 
the grand prize, the title of Miss 
Teen-Age TV, and a reign as queen 


over the first annual Miss ‘T'V Frolic. 
Share Salesman’s Commission 


Besides being entered in the beauty 
competition, the girls also shared in 
salesmen Heileman’s 
regular salesmen handling a 
sale gave up half of their regular 10 
percent commission and the girl who 
turned in the lead got 10 percent of 
the sales price in merchandise certifi 
cates redeemable at one of the three 
Ganto women’s apparel shops in 
Grand Rapids. (The merchandise cer 
tificates cost Heileman’s two-thirds of 
their value and the clothing stores 
footed the remaining third 
The 64 percent of the selling price 


COTM ssion 


sponsor’ 





of the set that the girls got and the 
five percent given the regular salesman 


added up to total commissions of 114 


percent. But Heileman’s increased 
volume of set sales made up for these 
cuts in his usual margins. 

“Our floor traffic increased over 50 
percent and sales went up 25 percent,” 
Bob Stanley emphasizes. ‘‘Actually, 
the contest gained momentum all the 
time. The first month’s sales increased 
from $12,000 to $17,000. The second 
month they jumped to $36,000. The 
third month it was $50,000.” 

Anyone was entitled to enter a can- 
didate by becoming a girl’s sponsor 
and any girl could enter each of the 
weekly contests if she was not the 
winner or runner-up for the semi- 
finals. All that was required was the 
purchase of a TV set. 


Photos on Saturday 


Each Saturday the girls who entered 
the contest that week came to the 
store to have their pictures taken. On 
Monday, Stanley picked up the pic 
tures and had them judged by Miss 
Virginia VerVeer. That night on 
Al Heilman’s nightly radio show, Bob 
Sidney’s “Date With Music’ over 
WIEF, the CBS outlet, the winners 
innounced 


Were The next night dur 
ing the 15 minute program the girls 
were interviewed 


In addition to judging the weekly 
contest and acting as one of the three 
judges for the semi-final competition, 
Miss VerVeer, head of a local model 
ing agency, gave the girls instructions 
in modeling before the semi-finals. 
Miss VerVeer, the mayor of Grand 
Rapids, and one other judge selected 
the grand winner to reign over her 
(Continued on page 148) 


















PRETTY GIRLS leaving a Grand Rapids high school cluster around the 
# A! Heileman TV demonstration truck to get entry blanks for his Miss Teen- 


LIKE MOST FATHERS, Roersma is vulnerable to his daughter's pleas, goes 
®with her and his wife to the Heileman’s store ‘’just to look,’’ but gets inter- 
ested as sales manager Stanley describes features. 


DELIVERY of Roersma’s purchase is made in same bus fhat was used in 
# Passing out entry forms at Dian’s school. She could enter as many of the 
weekly contests as she could get sponsors for. 
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Age TV Contest. Visiting six schools, the company passed out over 5,000 of 
the forms in an attempt to cover its market area. 


DEAR OLD DAD gets a hug from daughter Dian as he finally makes deci- 
#sion to buy (which he wanted to do, anyway) and thereby makes Dian a 
bona fide entrant in the Miss Teen-Age TV competition. 


WEEKLY WINNERS, of which Dian is one, are interviewed on Heileman’‘s 
TF enighety radio show, Date with Music, over WJEF. George Parker (standing 
left), Fetzger Broadcasting Co. account executive, helped plan the promotion. 


ae * 5 a 


ELIGIBILITY in the contest depends upon obtaining a sponsor who pur- 
a chases a TV set, so Dian Roersma shows her father the entry form. 


5 A JUBILIANT DIAN explains to her mother that a winner is selected each 
a week of the contest and that monthly winners compete for the grand prize 
while Roersma makes less exciting arrangements for time payments. 


PAYOFF for Dian’s efforts to get sponsors by making TV sales (she made 

athree) comes as she visits local Ganto clothing store to convert her 10 

percent commission merchandise certificates into some wardrobe additions. 
en) y 








GLENN WHITAKER (sales promotion manager for Tafel Electric Supply): Look, Guy, put 
this 15-minute film on TV just once—on a good hot night. Sales of just a few $80 fans 
will pay you back the $160 the program costs. 


WHITAKER: Here's the film. You already have the store identification announcements. 
Run it at 10 p.m. the first Monday when the weather outlook is “continued warm.” 


WAVE-TV OFFICIAL: You know, this is the first time we ever ran a commercial film as 


the body of the program. It will be interesting to see if the calls we get will be complaints 
or orders for fans. 


GUY WADLOW (appliance manager, United Furniture): We've never sold fans that cost 
over $50 before, but we'll try it—just once. 
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TV Show Sells Out Fan Stock 


By FRANK A. MUTH 


S the days slipped by last June, 
A cies Whitaker, sales promo- 
tion manager at Tafel Electric 

Supply Co., Louisville, Kentucky, 
looked for some way to increase fan 
sales for his Westinghouse dealers 

Fortified with a training film fin 
nished by the factory, Whitaker knew 
that a sales meeting screening would 
definitely give fan sales savvy to his 
dealers, but he wanted to bring the 
story directly to the consumers, and 
bring about a sharp boost in dealer 
sales 

More than anything else, Whitaker 
wanted to test the power of TV as 
an advertising outlet. The best solu- 
tion for both the officials at WAVE- 
TV and Whitaker was to use one pro- 
gram on one local store. In that way, 
results could be checked. 

When Whitaker and Henry Clark, 
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contact salesman, talked to United 
Furniture store’s appliance manager, 
Guy G. Wadlow, they learned that 
the store had never handled fans sell 
ing for over $50 

“We've been handling fans from 
the day we entered the appliance in- 
dustry,” Wadlow pointed out. “All 
our tans usually sell at prices from 
$10 to $30. However, we do sell win 
dow fans at just under $50 and feel 
that is the limit that customers will 
pay for a fan. For one thing, it sells 
just within the limit without a down 
payment, and that is a very important 
factor these days.” 

Since United Furniture was the sec 
ond largest newspaper advertiser in 
Louisville, it seemed like the ideal 
ccount to use the 16-mm training 
film. Whitaker convinced Wadlow 
that the film would definitely help 
him get started in selling the higher 
priced fans (like the Mobilaire at 
$79.95). 
fan sales will let you break even on 
the $160 program.” 


“Why, just a few of those 


WAVE-TYV happened to have the 
10:00 to 10:15 p.m. spot available 
on Monday night. That seemed like a 
good hour, since Studio One (the na- 
tional Westinghouse television show) 
ended just before that open spot. The 
station agreed to set up the program 
for the first Monday that the tempera- 
ture was over 85 degrees and the fore- 
cast was for “‘continued warm.” 


Time for Store Plug 


Although the film actually runs 
slightly under 15 minutes, there was 
still enough time for announcements 
that the fans were on display at United 
Furniture. 

“We thought that WAVE-TV was 
very helpful in making it possible to 
have the program adjustable to any 
Monday that the weather was going 
to be warm” Whitaker states. “Ac- 
cepting telephone calls for us had 
two advantages. It made six imme- 
diate sales without the customer ac- 
tually seeing the fan except on the 
program, and it also was evidence that 


FEBRUARY, 


the program was getting consumer 
reaction. 

In order that the United Appliance 
salesman would have a good pitch for 
the Westinghouse fans that would 
be featured on the program and dis- 
played in the store, both Henry Clark, 
Tafel salesman, and Robert K. Miller, 
factory representative for small appli- 
ances, held a sales training session for 
the salesmen in the appliance de- 
partment 

The day after the television program 
the salesmen sold about 25 fans. 
Within three days over 60 Mobilaire 
fans had been sold. 

“This proved that our theory was 
right,” Whitaker states. “People sit- 
ting at home in the warm summer 
evening were impressed by the pleas- 
ure the fans could give them in their 
homes on hot days and nights. Ac- 
tually, the film was a new venture for 
the television station. It was the first 
time WAVE-TV had carried a pro- 
gram that in nature was strictly com- 
mercial, but presented in such a way 
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SALESMAN: Yes, you can move the fan up or down just as you saw it done on the tele- 
vision program. A lot of people must have seen it and liked it, because on the first day we 


sold over 25 fans. 


MRS. CUSTOMER: The program showed us everything about the fan, but we thought 
we'd better come in and see it just to be sure. Deliver it, please. 


WHITAKER: If these orders mean anything, Guy, | think it’s safe to say that our little 


promotion was a success. 


WADLOW: Well, we sold 60 fans in the first three days and within a few weeks cleaned 
out an inventory accumulation of three years. We sold more and higher-priced fans than 
ever before and moved about $30,000 worth during the season. 


WA 


ib 
- 


This year many dealers might try what last year moved plenty of fans for United 
Furniture, Louisville, Ky.—a TV showing of a 15-minute fan film on one hot night 


that it actually was entertainment for 
the viewers.” 

I'raffic was very high in the store 
and response was good for phone in- 
quiries. Initially, the program got the 
fan season underway for United. Sales 
had been slow before July Ist because 
of cool weather. Right after the pro- 
gram the break in the weather that 
Tafel Electric had hoped wouldn't 
appear—did. The forecast was for 
continued warm weather, but in re- 
ality it turned quite cool for a brief 
period. Nevertheless, sales were quite 
brisk in the ten days following the 
program. 


Season’s Volume Good 


Wadlow was delighted with the 
boost to sales. Some fans had been 
on inventory for three years, but in 
the final days of the season all were 
moved out because of the fan pro- 
motion. 

“We did a wonderful business in 
a season that really was poor through- 
out the country,” he points out. “Our 
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fan sales totaled about $30,000. We 
sold about 250 Dearborn window fans, 
200 Vornado fans, and over 350 West- 
inghouse fans including the 10, 12 
and 16 inch oscillating and 16 inch 
Mobilaire pedestal models.” 
Whitaker offered a watch to the 
salesman with the highest sales. “This 
way, we could give the men them- 
selves thanks for helping United Fur- 
niture, WAVE-TV and Tafel Electric 
Supply put over the promotion.” 
Aside from getting fan customers 
from the United store, some dealers 
in Bowling Green and Hodgensville 
made several sales that definitely were 
attributed to customer’s seeing the 
Louisville television program. 
No Newspaper Tie-in 
“Even though we use from 24 to 3 
full pages a week in newspaper adver- 
tising ($200,000 annually) no other 
mention other than the program itself 
was used to get the fan season started,” 
Wadlow states. “The weather report 
was sure right the night the fan film 
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went on the air except for the short 
break of cool weather that came a few 
days later.” 

As a result of the success of the 
television experiment on fans, United 
Furniture regularly uses the medium 
for both appliances and furniture. 
Now they use over $1000 a month in 
television adyertising. 


TV Film Used Again 

In order to be sure that the film 
was really as effective as it had been 
with United, Whitaker used it again 
and emphasized a different dealer 
this time, because most of United’s 
traffic are really buyers, not shoppers. 
The store is located a little off 
the main section of the downtown 
shopping area and when customers 
come there sales are closed. 

“With the full-page newspaper ads 
appearing on Sunday and Thursday, 
the television show had given United 
a better balanced advertising coverage 
of the Louisville area,” Whitaker ex- 
plains. “By using another dealer, the 


pulling power of the 16-mm television 
movie program was really tested. In 
the second test, although later in the 
season, the results were very good.” 

Before the promotion, weather had 
been good for fans, but sales were 
mediocre. “But after the program,” 
says Wadlow, “with window displays, 
floor displays, and  story-wise sales 
pitches, our salesmen really went to 
town.” 


Trend Now to Window Fans 


“We sure noticed one thing from 
the sales we had last season,” Wadlow 
continues. “Window fans are mov- 
ing up to about 75 percent of the fan 
demand.” 

“With the sales picture showing 
higher priced and larger fans, naturally 
it was necessary to deliver a great part 
of the orders, but I sure won’t mind 
delivering fans when we can kick that 
sales volume up. Personally, I hate 
hot weather, but this year, I’m sure 
looking for a good old torrid summer 
so I can sell plenty of fans.” End 
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BRAINS BEHIND most of the utility's promotions are provided by E. W. Hodgetts 
(standing), sales promotion manager, and the promotion committee of Cincinnati 


Electrical Assn 


Consumers in Cincinnati can’t be anything but 


appliance minded because the Cincinnati Gas & 


Electric Co. won't let them. Here’s how one of the 


nation’s most promotion-minded utilities keeps 


them flocking to dealer stores 


By EDGAR C. HANFORD 


I’S probably easier to sell electrical 

appliances and radio and television 

sets to the more than a million 
residents of the Greater Cincinnati 
area than almost anywhere else in this 
country. That’s because of the unique 
merchandising promotions of the Cin- 
cinnati Gas and Electric Co., in which 
the Cincinnati Electrical Association 
and the three local daily newspapers 
cooperate actively. 

These promotions have been so un- 
usual during the last several years that 
they have attracted more than a mil 
lion visitors annually, and national 
attention and publicity. But, more 
importantly, they have created a tre 
mendous volume of community buy- 
ing impulse, which has been reflected 
in more and easier sales for electrical 
appliance retailers throughout the area. 

All of the promotions—whether ex- 
hibits, contests or expositions—are 
staged in the first-floor lobby of the 
utility’s 15-story office building at the 
busy downtown corner of Main and 
Fourth Streets. This air-conditioned 
lobby is 40 by 40 feet in size and 20 
feet high, thus being suitable for the 
wide variety of elaborate presentations 


PAGE 64 


which follow one another in rapid 
succession. 

Working with E. W. Hodgetts, the 
utility’s sales promotion manager, is 
a promotion committee, composed of 
representatives of the Electrical As- 
sociation, newspapers and _ utility. 
While the promotions mostly are the 
brain children of the nimble-minded 
Mr. Hodgetts, the committee works 
out such details as timing (which 
usually is related to some national 
“Week” or seasonal holiday), prizes 
and publicity features, and Mr. Hod- 
getts and his staff carry on from there. 

Some or all of the 35 members of 
the Distributors Division of the Elec- 
trical Association participate in every 
electrical promotion, with the cost of 
the prizes—which always are nominal 
in value—being assessed evenly among 
the participating distributors. In this 
way, no one or more distributors dom- 
inate the promotions and the city’s 
retailers never are asked to contribute 
financially. 

But the retailers are requested to 
tie in their newspaper and radio ad- 
vertising, use the signs and placards 

(Continued on page 124) 


HEN PARTY PROMOTION, which drew 34,000 women to the lobby of Cincinnati 
Gas & Electric Co.'s building, is typical of the utility's sales building activities. 


BIGGEST PROMOTION, which drew over 100,000 in 20 days, was a complete 
six room house erected in lobby and light-conditioned by General Electric. 
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This one offered free prizes, was tied in HOME FREEZERS were the obvious product pushed by the professional figure skaters who entertained crowds daily on the 
with MeCall’s ““My Kitchen’ contest. rink set up in the lobby of the utility building. 


HAVE FUN ON WASHDAY promotion provided merry-go-round for children TV PROMOTION, primarily built on a museum display of baseball equipment, 
while mothers inspected laundry equipment. had added attraction of a visit from a girl’s softball team. 
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Big Chief Slumber Sells Blankets 


Most recent of Cincinnati Gas & Electric's promotions takes favorite cartoon gag, an 
Indian in an electric blanket, brings it to life and makes it pay off in sales for dealers 


Sa 
A 
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IN AUCTION at Parkview Markets, woman who bid successfully for electric 
blanket held up by two men discovers Indian behind it, is told that he goes with 
it and she must take him home with her 


CHIEF SLUMBER roamed through six big stores in three week promotion set up 
by Cincinnati Gas & Electric Co. to build electric blanket sales. The Indian aroused 
interest and created air of mystery by answering no questions 
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WARM INDIAN spends the night on blanket purchaser’s cold porch because her 
husband, in on the gag, won't let him in, but Chief Slumber’s night-long ordeal, 
properly publicized, brought hundreds of motorists past house 


HAT’S a good gimmick to at- 

tract attention to electric 

blankets? That, mused Ed 
Hodgetts, sales promotion manager of 
the Cincinnati Gas & Electric Co., 
was a good question. 

With a low saturation—actually no 
more than a scratch on the surface— 
he wanted something to create atten- 
tion and provide the downtown de- 
partment stores with a good promo- 
tion. 

Hodgetts thought of using a real 
Indian in full regalia and talked it 
over with Paul Wolf, assistant super- 
visor of dealers’ sales. Wolf liked the 
idea and immediately made a tele- 
phone survey of the major department 
stores in Cincinnati—]. C. Penney Co.; 
Sears, Roebuck & Co. Alms & 
Doepke; The Fair Store; The Mac- 
Alpin Co.; Rollman & Sons; John R. 
Coppin Co.—to see what their reaction 
would be, while he still held a two- 
day option on the services of Chief 
Ellis, a Navajo Indian. All the stores 
were enthusiastic and agreed that it 
would be an excellent promotion for 
selling electric blankets. 


Indian Does the Trick 


“Various other promotions have 
been put on in recent years,” Wolf 
states. “But none of them really did 
the trick as well as the Chief Slum- 
ber affair.” 

“First of all, it had the usual ad- 
vertising coverage—72 billboards; 58 
radio spots a day; displays in the lobby 
of our office building; displays in our 
windows; and the usual newspaper 
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space. The real bit of strategy which 
focused attention on electric blankets 
was that the Indian walked through 
the stores, rode elevators, and drifted 
through restaurants with an electric 
blanket draped over his shoulder.” 

Chief Slumber started off in the 
J. C. Penney store on November 22nd 
after a big ad in the shopping news ad- 
vised of his appearance. Then he went 
to each of the stores for three or four 
days at a time. In three of the stores 
he made repeat appearances to finish 
out the entire three week promotion. 

When the promotion was about 
half way duongh its schedule, the util- 
ity company arranged to have Chief 
Slumber make a personal appearance 
on the television program, ‘“Hollar 
Dollar’, sponsored by the Parkview 
Markets. The program is an auction of 
various foodstuffs and household items 
that may be purchased with stage 
money given out at the markets in 
amounts related to grocery purchases. 
With the play money, the audience 
bids for the merchandise donated to 
the program. General Electric Supply 
Co. donated an electric blanket (since 
Rollman & Company, the department 
store where Chief Slumber was appear- 
ing that week, handles the G-E line). 

Before the program went on the air, 
the master a ceremonies announced 
that whenever some one bid and 
bought anything, they had to take 
home all that went along with it. 
Bidding for the blanket was vigorous. 
The final selling price was $1,095 in 
Parkview stage money. 

(Continued on page 156) 
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EVEN IN THE SPRING, oa coat-carrying attic fan prospect is delighted by the 
obvious values of the attic fan when dealer L. R. Rainey of Montgomery, Ala., 


demonstrates its cooling power with a store display. 


? 


BEST DEMONSTRATIONS are made in the home of a pre- 


vious customer where installation and benefits can be shown. 
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The ATTIC FAN 


Is a Natural 


L. R. Rainey of Montgomery, Ala., who sells $8,000 
worth a year, answers six questions on how he does it. 


NECESSITY is easy to sell— 
and ventilation is a necessity. 


But because this is true, compe- 
tition for the ventilation buyer’s dollar 
is pretty rugged—and particularly so 
in the deep South. 

L. R. Rainey, owner of the Rainey 
Heating Co. in Montgomery, Ala., 
sells more than $8,000 worth of attic 
fans a year. Since par for the average 
dealer in the Confederate capital is 
less than half that amount, it 1s obvi- 
ous that Mr. Rainey knows what to 
do about competition, prospects and 
closing sales. 

A specialist in ventilation and heat- 
ing, the only lines he handles, Mr. 
Rainey has been selling Coolair fans 
for 10 years. The 50 mile radius 
which his trade area covers contains an 
approximate population of 350,000, 
mostly rural and small town residents. 
He covers this section with only three 
salesmen, including himself, concen- 
trating largely on new subdivisions in 
the larger towns. 

Just how Mr. Rainey operates to 
register his excellent sales volume in 


attic fans is revealed in his answers 
to the following questions: 


1. What is your best method of 
obtaining prospects? 


“A bang-up installation and selli 
job,” replies Rainey. “It works th 
way—most of our prospects come fro 
old customers. The truth is, at th 
present, we have just about as man 
prospects as we can handle and mo 
of them come from satisfied use 
who recommend our products and o 
work to their neighbors. At vario 
times, we have relied on advertisin 
on mailing, on participation in ho 
shows, and on displays and exhibi 
to get prospects, but none of th 
methods has proved as satisfactory 
as a first rate installation job in 
home located in a new subdivision 
a populous section. 

“If the job is done right, it set 
the ladies’ tongues wagging over th 
bridge table, and the men to chattin 
over the back fence and it sells more 
attic fans than any other method.” 

(Continued on page 152) 


BEST SALES AID, says Rainey, is the model house which shows exactly how attic fan draws cool air up 
through rooms and pushes hot air out of attic. 
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A CALENDAR turned to hot July helps dealer Ed Kossman convince a Cleve- 


land, Miss., 


Act FARMER mopped 
his wet brow as he emerged 
from the door of the bank. 
Further down the street, a tired house- 
wife, her arms full of bundles, walked 
slowly from the grocery store and 
} into the blistering heat. Two clerks 
} from Kaplan’s clothing shop lolled 
in the shade of the store’s awning. 
§ Signs on windows of the corner drug 
tstore offered iced drinks and Cooling 
Hfrappes but few customers paid any 
sattention. 

Even the big sign put up by the 
“Chamber of Commerce, which read: 
WELCOME TO CLEVELAND, 
MISS., POP. 6,700, seemed to sag 
listlessly under the merciless sun. It 


couple that spring is not too early to buy an air conditioner 


was 95 degrees in the shade and there 
wasn’t much shade. 

Ed Kossman, ‘“‘the fellow that sells 
appliances”, took a long look down 
this main street of his home town. 
And Kossman got an inspiration— 
there was one thing that Cleveland 
needed and he was the man who could 
provide it. He put a telephone call 
through to his distributor in Memphis 
and called a sales meeting for his staff 
of salesmen. 

The next day, a Kossman salesman 
dropped into the grocery store. He 
emerged a bit later with an order 
for two five-ton capacity air-condition- 
ing units. Taking the grocer’s signed 
order across the street to a drug store, 


ARMED with literature, truck, helpers, and conditioners for a day of door-to-door 
canvassing, salesman Ray Crocker offers free trial to a housewife. 
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AIR CONDITIONERS 





Free Trials 


To Ed Kossman everybody is an air 


conditioning prospect and his free trial 


the Kossman salesman 
then proceeded to con- 
vince the druggist that 
here was the opportu- 
nity of a liftime to be- 
come a pioneer in “the 
new Cleveland’. He 
left the store with another order for a 
five-ton unit. Before the sun had set, 
the salesman had orders for nine air- 
conditioning units as a result of seven 
contacts he had made. 


He’s an Old Hand 


Unusual? You may think so, but 
Ed Kossman is an unusual dealer. He 
began — Frigidaire air-condi- 
tioners five years ago when he realized 
that the future of air-conditioning was 
limitless. 

Today one-third of his $250,000 
annual sales volume is in air-condition- 
ing and 95 percent of the business 
houses in the downtown section and 
a large portion of the homes in Cleve- 
land are now air-conditioned. 

Here’s how Ed Kossman sells air- 
conditioners. First of all, both he 
and his sales staff are convinced that 


“every place is a prospect for air- 
conditioning”. That gives him an 
almost endless source of prospects, 
since his sales efforts are directed at 
all types of residences and stores in 
his trade area, regardless of their size. 

Second, Kossman salesmen offer a 
free demonstration right in the pros- 
SS own home or store. Working 
argely through cold canvass, by ring- 
ing door bells and introducing them- 
selves, the salesmen simply ask the 
housewife or the small store owner if 
they can install an air-conditioning 
unit in the place for a week’s free trial, 
with no obligation on the prospect’s 

rt. 

“The installation of a five-ton unit 
costs us approximately $75,” says Mr. 
Kossman. “Room units are consider- 
ably less, of course. We are glad to 
take the gamble any time, because in 
nine cases out of ten, we sell the unit. 
This method of demonstration just 
can’t be beaten, since it takes place 
in the prospect’s own home or store.” 


Cold Canvass Is Best 


Advertising daily in two newspapers 








CONVINCED that there are no strings attached to the offer of a week's free trial 
the housewife lets Crocker and his men bring in and install unit. 
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By A. B. WINDHAM 


are Sure Sales 


sales method makes customers out of home owners in 
little Cleveland, Miss., to gross him $80,000 a year. 


in his county, Kossman makes his 
appeal to a wide segment of potential 
buyers, but it is the cold canvassing 
method which pays off best, he ex 
plains. His salesmen load up their 
trucks and go our daily through the 
high-roads and by-roads of the county, 
returning to the store for more equip- 
ment as the load diminishes. The 
same method is used in the urban 
areas, where the salesmen go from 
door to door pushing the sale of air- 
conditioners by requesting the house- 
holder to accept a free demonstration 
of the unit for a week. 

The sale of large sized air-condition- 
ing units is not confined to the 
downtown section. Small stores on 
the fringe of town or in the suburbs 
are excellent prospects too, says the 
dealer. The purchase of a five-ton 
unit to make his store, restaurant, 
beauty parlor or market cool and com- 
fortable during the blazing Mississippi 
summers is a profitable investment. 

“Many of our buyers in such shop- 
ping places tell us that the air 
conditioned comfort of their shops 
acts as a magnet to draw traffic into 


AT END OF WEEK Crocker returns to take out unit or close the sales. 


the store,” he declares. “Even casual 
customers who drop in for a drink 
or cigarettes like to linger in the 
chilled air and almost invariably buy 
something else. 

‘We have had so many testimonials 
to this effect, in fact, that we use it 
as a great selling point. We never 
hesitate to take a prospect from one 
store to another where we have in- 
stalled an aii-conditioning unit, in 
order to impress him with what he 
could have if he went ahead and put 
his own unit in.” 


Display Helps a Lot 


Another method by which the 
Kossman firm sells air-conditioners is 
the impressive display on its own sales 
floor. The Kossman building is a 
modern structure with a complete 
front of plate glass, making the entire 
store a yo window. It is comfort- 
ably air-conditioned at all times by 
large and small units which serve as 
demonstrators while providing com- 
fort for the store’s shoppers. Several 
sections of the store are devoted to 
air-conditioning displays and attractive 


But house- 


wife not only wants to keep it, she also has a new prospect for Crocker. 
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ADVERTISING in county newspapers every day plugs Kossman name. But only 
occasionally do Kossman and John Stagg, sales manager, run ads like this. 7 


decoration sets them off as eye-catchers 
to the store traffic. 

“If we are unable to get them to- 
gether at home, we frequently bring 
the housewife down town, get her hus- 
band to step over, and demonstrate a 
room unit to them in the storé,” says 
Mr. Kossman. “We like to get them 
together if possible, because if the 
wife likes the unit, the husband will 
immediately begin to think of buy- 
ing it.” 

Mr. Kossman also has come up with 
another ace-in-the-hole which helps 
him sell air-conditioners. He has a 
service man who is as talented in 
entertaining as he is in servicing appli- 
ances. This man is “Curly” Joel, a 


: 


cherub-cheeked fellow who goes o 
the radio every morning from 7:45 t 
8 o’clock, twanging a guitar and yode 
ing hill-billy and western songs in th 
best tradition, Radio station officia 
at WCLD say it is one of the mo 
listened-to programs they present, an 
a flood of mail attests to its popularity, 
Of course, “Curly” or the announc 
continually plug Kossman’s. 
Operating in such a small area, th 
dealer finds it advantageous to take 
leading part in almost all civic activi 
ties. Ed Kossman does this, mainly 
because he is civic minded and likes 
to do his part as a citizen, but he also 
finds it profitable. End 


STORE-TO-STORE canvassing has helped sell 95 percent of commercial establish- 


ments. 


Kossman offers free trials in stores, despite $75 installation cost. 
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Six St. Louis appliance dealers who reluc- 
tantly took on Hollander & Co.'s line of 
power mowers last spring find the outdoor 
appliance a natural for summer dog days 
and end up both sold on it and sold out 





By TOM F. BLACKBURN 
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*% 
Eni tates TY 


“as ms > 


SIDEWALK DEMONSTRATIONS, which consist of starting the mower and letting the prospect walk 


behind it for a few feet, are usually all that is needed to convince him that he really needs the machine. 











O you want a boy to come over 
4 afternoons and cut the lawn for 
a 50-cent piece? 

“I’m laughing at you,” the boy will 
say. “What I want is a part-time job 
in a store that pays me $20 to $25 
a week.” 

It isn’t the first time that an appli- 
ance has been called on to take the 
place of vanishing household help. 

In St. Louis this facet of home living 
was brought to the attention of 
Charles Goodman of Hollander & Co., 
St. Louis distributors, and he figured 
that the power mower was a big ticket 
item in line with other home appli 
ances, even though operated by a gas 
engine. Although the Forest Park 
Lumber Co. had been distributing 
power mowers for several years, it had 
not tapped the kind of home specialty 
dealer Hollander covered. Mr. Good 
man believed that the home specialty 
dealer’s experience in demonstrating 
was just the thing needed to sell lawn 
mowers. 

The difficulty lay in persuading the 
electrical dealer to realize that this was 
a home specialty in step with his 
present merchandise. 

First of all, Hollander & Co 


saw 


PAGE 70 


CHARLES GOOD- 
MAN of Hollander 
& Co. prepared the 
package of six 
mowers which got 
appliance dealers 
interested in 
handling them 


to it that its own wholesale salesmen 
had power driven lawn mowers placed 
in their own homes so they would ap- 
preciate what they would do. 

The next job was to fix up a pack- 
age that would make a profitable in- 
troduction of the product to the dealer. 
If he only bought one he wouldn’t 
do anything to push it. If he were 
sold 15 to 17 mowers he might get 
loaded and break the price to get rid 
of them. So a package of six power 
mowers (Pincor) of different capacities 
was developed and St. Louis dealers 
were offered it with a free $26.95 hand 
mower thrown in. This gift mower, 
which they sold, boosted their profit 
margin 


Sold with Dating 


The Hollander campaign started in 
October and dealers were given datings 
if they bought between October 1 
and April 1. There was an extra dis- 
count if they bought in advance. 

Two operating service stations for 
power mowers in St. Louis promised 
to take any snarls out of the dealers’ 
hands. Incidentally, the only trouble 
encountered last year by Hollander & 
Co. was with carburetors. 





Dealers were instructed to put out 
a display of power driven mowers on 
the sidewalk during a six weeks period 
in the spring, beginning in April. It 
was the erst year that Hollander & Co 
sold power mowers and rainy weather 
upset their April and May schedule, 
but Mr. Goodman still thinks this is 
the time to set out the machines. 

“In our displays we took advantage 
of the fact that the public is familiar 
with the elements of power driven 
mowers. People all know what lawn 
mowers are, understand what gas en- 
gines will do. A power mower is sim- 
ply a combination of an engine and 
a lawn mower. A trial convinces the 
prospective customer what it will do 
for him,” said Mr. Goodman. 

The order contained two rotaries to 
four conventional mowers. If a pros- 
pect says he has a lot of weeds, or 
trees to work close to, he is sold a 
rotary. If he just has a lot of grass, 
he needs a conventional model. 

Step-ups from 18 to 22 inch sizes 
were not difficult if the man had the 
money. The bigger the lawn, the 
bigger the mower called for. This he 
understood. 

“Our typical customer was the man 
over 40, or a family in which a woman 
did the mowing,” said Mr. Goodman. 
“Typical buyer had an income of 
$4,000 a year or more. While some 
pocket handkerchief lawn owners 
bought, the average lawn ran around 
one-half to one-third acre. Sales, of 
course, were predominant in the 
suburbs around St. Louis, although 
quite a few were sold in town. Some 
80 percent of the suburbanites have 
lawns.” 


Sidewalk Demonstration 


Demonstrations occurred when a 
passing prospect stopped to look at 
a sidewalk mower. e salesman pro- 
ceeded to start it and let him listen to 
the engine purr. He could run it up 
and down the sidewalk if he wanted to. 

In a season such as 1951, when ap- 
pliance sales play dead dog, Goodman 
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was agreeably surprised at the way 
power mowers moved. In one month 
—his peak—this distributor moved 
$32,000 worth of Pincor mowers. 
Sales which started late, continued as 
late as August. Hollander & Co. con- 
siders power mowers a very fine addi- 
tion to its business. 

Success stories among dealers were 
not extravagant but steady. The power 
mower carries around a 25 percent dis- 
count, common in the hardware field, 
which did not particularly tempt ap- 
pliance dealers. ‘This was offset by the 
easy selling feature of the power 
mower, and the fact that it fitted into 
the dull season. 

Ermie’s Home Appliances, 2605 
Gravois, moved 45 power mowers in 
a cramped location, piled high with 
merchandise. J. D. Carson, 11th and 
Olive, a downtown outfit; Rice-Burns, 
1815 St. Louis Ave.; W. H. Stanley, 
5131 Delmar; Rossman’s, 3108 Wash- 
ington; and Mizerany, 3849 So. Broad- 
way, all reported success at the time 
this story was written. Incidentally, 
all were cleaned out of stock. 


Busy Man Best Prospect 


Neighborhood newspapers were used 
to get leads, and Mizerany employed 
radio. 

“We found the 10 and 20 inch con- 
ventional mowers the best seller,” says 
Charles Goodman. “The best prospect 
was a busy man who didn’t have time 
to take care of his own lawn. The fact 
that he could do it so quickly with a 
power mower and save so much time 
was the chief inducement. Most of 
them were sold on time, just like ap- 
pliances. 

Mr. Goodman thinks that the elec- 
trical dealer and distributor are des- 
tined to get their share of the $80 
million market that the power mower 
offers. He feels that the item has 
achieved success so quickly simply be- 
cause the boy who used to cut your 
lawn for 50¢ has vanished along with 
the dodo, the buffalo and the saber- 
toothed tiger. End 
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TIE IN DISHWASHER WITH SUPERMARKET: A cooperative promotion with a 
supermarket in Fresno, Calif., in which a portable dishwasher and a year’s supply 
of detergent were gifts in a drawing, brought in 3,254 leads for the Donald J 
Dick Co., Fresno appliance dealer. Valley Electrical Supply Co. planned the event 





DEMONSTRATE ON DEALER’S FLOOR: Not all the dealers of Philadelphia Whole- 
sale Distributors could attend the preview of Sylvania’s ‘’Halolight’’ TV, so Joseph 
Dunleavy, one of the wholesaler’s salesmen, hired a trailer and took a 20-inch 
console model from dealer to dealer, demonstrating on the dealer's floor 


Bj REFRIGERATORS 
Rs 
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PROMOTE REFRIGERATOR IN GROCERY: The food in this refrigerator was given 
away in a prize drawing by E. W. Burroughs (right), grocer of Clyde, O. Arlin 
Shellhammer of Clyde Implement Co., appliance dealership which provided the 
refrigerator, looks on. A ticket was given with each $1 food purchase. 


SHOW POTENTIALITIES OF SHAVER: A highlight of Erie, Pa.’s recent centennial 
celebration was ‘Brothers of the Brush,’’ made up of men with hirsute adornment. 
After the ball was over, Parke Morrow of the Electric Shaver Clinic offered to 
take off the beards in a free demonstration. It worked, and sales shot up. 
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There’s an easier way to close the deal... 

































































Don’t let a customer’s last minute indecision throw you! Pull 
yourself together. Be confident. You have a trump card— 
Du Pont DULUX enamel. 

To wind up the deal the easier way, sales-wise dealers em- 
phasize the lasting white, washable, mar-resistant DULUX 
enamel finish on home appliances. DULUX means it’s made 
by Du Pont, and Du Pont means known quality. 

Is it an effective selling point? DULUX has helped sell more 
than 25,000,000 refrigerators alone. And hundreds of thousands 
of other DULUX-finished appliances have gone into homes 
around the world—positive proof of DULUX acceptance. 

So remember to feature the DULUX finish when you sell. 
It’s the easier way to close the deal! 








America’s leading home appliance finish 
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$1,000,000 on the line behin 


* PLUS COOPERATIVE ADVERTISING 


-€.2 


1. Big-space ads every other week in 


2-page color spread announcement ad 
life—March 3 issue... out February 29 


CONTINUITY! Every other week, month after month, right 
through the selling season and into Fall and Winter! 


IMPACT ! Dynamic big-space ads in color, spreads and full 
pages to dominate all other cleaner advertising! 


POWER! Over 20,000,000 readers per issue — over 
62,000,000 sales “contacts” after 13 issues! 


VOLUME! Continuity + Impact + Power = volume sales 
for every retailer at full profit and low selling cost! 


«onal “Self-Selling” 
3. Sensations Merchandiser! 
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Here’s $1,000,000 on the line! 
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PLOS- “qQuick-Selling” Radio 
and TV Spots and a great news- 
paper program for you 


Millions of selling contacts for a “part of a penny” each... 
that’s what these Jet 99 radio and TV film spots mean for you. Add 
“‘retail-minded” newspaper advertising mat ads and you have a local 
program that will lift your cleaner volume to a new high. 







No other program gives you all this plus the greatest collection 
of time-tested selling helps in cleaner history—from a beautiful 
selling catalog to sales training films. 










The Cleaner 
of 99 Uses 






Never before in the industry has so much selling 
power been packed into a cleaner program . . . supported 
by a great cooperative advertising plan to tie you in with 
the “hottest cleaner discovery” in a decade! 





America's Most Complete Line of Home Cleaning Equipment “Sn 


PHONE your UNIVERSAL DISTRIBUTOR U ne IVE RSAL 
NOW for complete details cena de asadie-ticw paiteah:: COMM 
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For Electric Range Sales and Service 
Get more with 


CHROMALOX 
supreme D-Units-IN-L ~ 





UNIFORM 
| OVERALL HEAT 
| for the largest utensil 


|“ BASIER_ SELLING 
MORE PROFIT 















Inner Hot-Spot— thot soves up to 45% of the 
electricity used in small pans and percolators. & 





Outer Coil Heat—for uniform, economical § 
cooking in large utensils and frying pans. 








rc-ss 





Get the Full Story Today / 


Send for Bulletin RU-149. 
It shows you how to 
service all electric ranges 


quickly and profitably. 








Range Unit Division: EDWIN L. WIEGAND COMPANY 
7525 THOMAS BOULEVARD, PITTSBURGH 8, PA. 


CHIROMALOX 


Electric Cooking at its Best / 
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MODELS wearing clothes actually produced on the machine demonstrated the 
savings possible on clothes made at home. 


Dresses on Models Spark 
Sewing Machine Push 


Artophone Corp., St. Louis, gives dealers ammuni- 
tion on savings possible with home made clothes 


HE home economist of the Arto 
phone Corp., 700 Rosedale, St. 
Louis, happens to be able to sew. 
Not long ago she drew an assign- 
ment from Edwin Schiele to go down- 
town, pick out and price an average 
wardrobe and then buy the material 
and run up each suit and dress on one 
of the distributor's sewing machines 
(New Home). 
For the suit she purchased some- 
thing like this: 


2% yds. 54-in. material at $4.95 yd. . $14.24 
Pattern, Butterick 5338 50 
Thread, 6 spools at 5¢... aguneees 4 
SPUN Gave tnccuvece ss aceaes 20 
Lining, 2 yds at $1... ce, 2.00 
Interfacing, 34 yd. $1.25 94 
Shoulder pads .. 1.25 
Buttons to match (11) ; 1.10 

Total .. $20.53 





Ready made in the stores, this suit 
would have set a girl back $49.95. 

When the wardrobe was finished 
it was discovered that the investment 
was something like this: 


Your Ready 
Cost made Saving 
Morning dress $6.60 $14.95 $8.35 
Shopping dress 11.18 22.95 11.77 
Afternoon dress 11.20 27.95 16.75 
After-five dress . 13.70 29.95 16.23 
Evening gown ..._ 17.34 69.95 52.61 
as 49.95 29.42 
Coat . 25.97 69.95 13.98 
$106.52 $285.65 $179.13 


For garments that would have cost 
$285.65, a girl could make them at 
home for $106.52, a saving of 
$179.13. This is more than enough 
to pay for a new sewing machine. 

(Continued on page 80) 
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DAVE BEARD, aggressive St. Louis dealer, nailed visitors at the door with free 


yardsticks and a proposition. 
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ELECTRICAL 


essions 


SELF-STARTING ELECTRIC 


“SHADOBOX” 
CLOCK SET 


























No. 497W Sessions Wall Clock with excess cord recess has 
two separate 53,” square shadow boxes; white styrene 
plastic, aluminum dial with midnight bive panel, modernistic 


numerals in ivy green, plastic crystal. Retails $6.95* 


TING OPPORT, Ming 
s 


HERE'S THE LATEST clock sensation... 
and the sales are rolling in to prove it! 

Sessions “Shadobox” is a clock set 
that smart buyers everywhere spotted 
as a winner for three very sound rea- 
sons: (1) It’s got the sure-fire feminine 
“decoration” appeal . . . (2) It’s backed 
by 4-color, full page national ads in 
SATURDAY EVENING POST and 


BETTER HOME AND GARDENS 

. . and (3) It’s displayed in the grand- 
est point-of-sale job that ever stopped 
a customer in her tracks! And Brother! 
Is that adding up! 

So grab the sales while they're hot! 
Stock “Shadobox” amply, display it 
prominently, promote it through your 


sales force! 


Ask your jobber for this arresting, sales-pulling display, free with your original order 


of 4 Sessions “Shadobox” Clock sets. Includes realistic wall mountings with fill-ins. 


Get it now! 


<n *~*” > 

Guaranteed by > 

Ge Housekeeping 
S248 savanna OES 
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THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
In Chicago The Merchandise Mart Plaza; In San Francisco: Western 
Merchandise Mart; In Canada: Northern Electric Co., Lid., Montreal, P. Q 


*Approximate retail price subject to Federal Excise Tax. 
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From the maker of the 
THE ALL-NEW 


TELEVISION’S NEWEST CIRCUITRY 
BENCH-CRAFTED CABINETRY* NEW PERFORMANCE 
STANDARDS ¢ GREATEST VALUES EVER 


hel 
wou 


Pints tly the Fit Tale 7a” 
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Finest _the Finest ever! 


1952 DUMONTS 


A 








AGAIN DU MONT PIONEERING PAYS OFF FOR DU MONT 


The ROYAL SOVEREIGN, by Du Mont, 
with 30-inch tube—the world’s largest direct- 
view television picture tube, Built-in FM radio. 
a for record player. Cabinet of hand- 
rubbed mahogany finish. 


The FLANDERS, by Da Mont, 
with giant 21-inch rectangular tube. Plug-in for 
record player. Cabinet of fine fruitwood veneers. 
Designed by Harry Preble, Jr. 
The WIMBLEDON, by Da Mont, 


with giant 2l-inch rectangular tube. Plug-in for 
record player. Cabinet of fine mahogany veneers 
or blond finish. 


The WICKFORD, by Du Mont, 
with giant 21-inch rectangular tube. Plug-in for 
record player. Cabinet of fine mahogany or 
limed oak veneers. 

The WHITEHALL SERIES II, by Du Mont, 
bead 21-inch rectangular tube. Plug-in for 
record player. Cabinet of fine mahogany veneers, 

The SHERBROGCKE SERIES II, by Du Mont, 
with giant 21-inch rectangular tube. Complet 
AM and FM radio; 3-speed automatic phon 
rk. Cabinet of fine mahogany veneers o! 

lond finish, 5 

The BANBURY, by Du Mont, 


with oa 21-inch rectangular tube. Plug-in for 
record player. Cabinet of fine mahogany or limed 
oak veneers. Available with raffia doors in several 
decorator colors. 


The MEADOWBROOK SERIES II, by Du Mont, 
with big 17-inch rectangular tube. Built-in FM 
radio. Plug-in for record player, Cabinet of fine 
mahogany veneers. 4 

The CHESTER, by Da Mont, ‘ 
with big 17-inch rectangular tube. Built-in FM” 


radio, Plug-in for record player. Cabinet of fine” 
mahogany veneers, q 


: 
The PARK LANE SERIES II, by DuMont, | 
\ 





with big 17-inch presen tube. Built-in FM 
radio. Plug-in for record player. Cabinet of fine 
mahogany veneers or blond finish. 

The ANDOVER SERIES II, by Du Mont, 
with big 17-inch rectangular tube. Built-in FM 
radio. Plug-in for record player. Cabinet of fine 
mahogany veneers, 

The DEVON, by Du Mont, 
with big 17-inch rectangular tube. Plug-in for 
record player. Cabinet of fine mahogany or limed 


oak veneers. 


Cabinets designed by Herbert Rosengren, 


DEALERS 


WITH A COMPLETE LINE OF THE TOP PERFORMERS IN TELEVISION 


Here they are—the all-new 1952 Du Monts. Absolutely unexcelled for sensitivity, for 
fidelity, for brilliance—absolutely unmatched for beauty, for value, for quality—these are 


Du Mont’s greatest, the finest television receivers ever built! 


See their superiority—in the new Du Mont, anti-glare cylindrical face, Selfocus* Tube that 
gives amazing sharpness, the full width of the picture—in the new Du Mont “Static Eraser” 
that screens out “noise”’ to provide pictures of unsurpassed, mirror-like clarity—in the new 


Du Mont “Distan-Selector” that lets the viewer enjoy weakest 


and strongest signals both, 


at the flip of a switch—in the new simplified tuning, the new simplified servicing, all the 


pace-setting new advances only Du Mont could produce. 


Get set to sell—with the all-out support of dynamic Du Mont four-color spreads in Amer- 
ica’s leading magazines—with complete, realistic merchandising packages built with real 


retailing sense from the dealer’s point of view. 


See the New 1952 Du Mont Telesets* 
—at Du Mont Distributors and See Why D 
Du Monts Do More in *52! *Trade Mark 


Allen B. Du Mont Laboratories, Inc., 


Television Receiver Division, East Paterson, N. J. 


and the Du Mont Television Network, 515 Madison Avenue, New York 22, New York, 
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Sewing Machine Push 


eee CONTINUED FROM PAGE 76 


As is typical in St. Louis, Arto- 
Soe has an auditorium which is 
ce C C, requently the scene of consumer 


meetings, sponsored by dealers and 


other organizations. 
“as MW belied t Carry Cost Cards 
When the next audience was 


seated, there walked out on the stage 
models wearing the clothes produced 
le 7 by the home economics department 
) CSR 7 of the Artophone Corporation. Each 
model carried a card showing on one 
side the retail price of the garment, or 
dress. At a signal, she flipped the card 
over and revealed the actual cost. 

A deal was set up with 41 St. Louis 
retail outlets which carried New Home 
sewing machines. It was a variation 
of the old home laundry idea of giv- 
clothes lines, baskets, clothespins and 
the like with the sale of a new washer. 
Only this time, the purchaser got a 
complete package which would enable 
| her to start dressmaking immediately. 
It consisted of: 

1 sewing chair 

1 automatic electric iron 

1 pair of pinking shears 

1 deluxe zippered garment holder 
1 sewing box, pin cushion 
14 spools thread 

1 package needles 

1 needle threader 

1 tape measure 

1 razor knife 

1 sewing gauge 

2 tailor’s chalks 

2 thimbles 

1 bodkin 

Sewing book with 100 buttons. 














Package Deal for Public 


The deal was offered to customers 
THE GIANT—MODEL KPT—S154.50 | for $169.95 complete, sold on terms. 
Automatic electric timer. large capacity tub, deluxe Customers were offered free sewing 
Lovell wringer. GE motor, beautiful styling. instruction by an expert after pur- 
chase. 

guarantee that only the best in materials tx ‘ ; Dealers are encouraged to partici- 
' - pate in Artophone shows. One, Dave 
and workmanship go into the Woman's ) Beard of the B & K Furniture Co., 
} 6943 Natural Bridge, planted himself 
in the distributors entrance, and 
a washer that will make friends of your f handed out free yardstocks and an 
t offer of a $5 gift with each $25 pur- 

| chase to the customer. 
Photographs of the models and 
cost statistics presented at the dis- 


it is udenc Py THE REGENT THE STANDARD tributor meetings were condensed in 

a ee oy oe MODEL RPT—$104.50 MODEL BP—-$11¢-50 booklet form for dealers to pass out to 

Has same outstanding fea Slightly smaller capacity ; : e : 

ally known names, plus our own 50 years tures as the Giant Model still has 1/3 HP GE motor, their prospects. End 
(illustrated), PLUS designed and built-in. service - free 


experience building washers, that prompts ooter. quailty parte, 


Reflected glory? Absolutely! It is your 


Friend Line. No effort is spared to give you 


customers — reduce your service calls — 


earn top profit for you, the dealer 





us to back up our claim of quality with a 


five year guarantee. All these names Womans Fuend WASHERS 


behind you can put you out in front. 


Let us send you more details on this higher profit 





REFUSED / 





line! Just initial your letterhead and send it to DEPENDABLE WasHers FoR 50 years 


) 














STitaco 


“LET'S GO IN AND BE UNREASONABLE” 
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NOW...take the GAMBLE out of the FAN business with the... 


yeeze 














COENEN. Amt A Ate Le. As. By fam Le, LO FN 
Handybreeze Stock Insurance Certificate 
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ts moured under the HANDYBREEZE \Cpxtified Tamrance Plan for $. ‘. . ea x; = _- 
€ cont ht purchase of $5 QQ2Q.°° of HANDYBREEZE Fans prt 3 : ;* : * a 
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+ 
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PLUS SALES... PLUS PROFITS 
AND INSURANCE AGAINST FAN 
STOCK INVENTORY CARRY-OVER 


STANDARD MODELS 


Durable, efficient, yet 
popular priced. 
Oscillation. #3362 
12”, List $21.95. 
#3360—10”", List 
$14.95. #3328—8” 
List $6.95. AC-UL. 



















.. when you buy your Handybreeze 
1952 fan requirements... NOW! 

















KK 


ancebrtgwnar « - 












‘fa ALL-PURPOSE MODELS 


3 fans in one. Wall, . . : 
floor or table use. The fan business is good business . . . plus 


av issede 10" business . .. when many Electric Housewares 
ryt ck ge are slow. But . . . sometimes there’s a gamble 
$9.95. AC-UL. on weather . . . consumer demand . . . yet 

advance purchases, sizable stocks and as- 
sortments are essential to do a job. 






















HANDYBREEZE “‘SAF-T-GUARD” FAN 


Built for absolute safety. Fine mesh 
guard protects children, pets, YOU! 
Beautifully designed. Two-toned 
finish. Oscillation. 2-speed switch. 
*3372—12”. AC-UL. LIST $26.75. 


DELUXE MODELS 


Real fan quality. 
Over-sized blades. 

J ne re Special 
oscillation and tilt. 
#3312-N, 12”, 2-spd. 
switch, List $26.75. 
#3310-N, 10”, 

on-off switch, List 
$17.95. AC-UL. 


Stock Handybreeze fans now! ... with safety! 
They 'relow-priced, smart, dependable. ..and 
guaranteed. Here are fans with exclusive fea- 
tures your customers will want and buy. A 
high quality line with superior performance, 
yet popularly priced to produce volume sales. 






















... and distributors and dealers can cash in 
with confidence on the coming fan season... 
protect profits . .. working capital, take the 
worry out of weather and avoid costly carry- 
overs .. . with the new Handybreeze Certified 
Fan Stock Insurance Plan. 




















An amazing, dual-purpose “exhaust and 
intake” fan. Beautifully wane eo 

Built of transparent, unbreakable 
Plexiglas. Fits most windows. Portable, 
use in any room. On-off switch. 
#3332-N, 12”, fits windows 28” to 

39” wide, List $43.75. #3330-N, 

10”, 28” to 34” wide windows, 

List $33.75. AC-UL. 











SEE YOUR DISTRIBUTOR or SEND FOR DETAILS 








6333 W. 65th St., Chicago 38, Illinois 











The Handybreeze Big 20’’ Window- Handybreeze Dial-Aire Cabinet Fan 

Aire Exhaust fan is ideal for homes, is the fan with a thousand speeds. A NAME. .cccsecccccccvcsscccccsescsesseseesetsesecesseoecesssssrseseces 
apartments. Safety screened. Tre- gentle breeze or a blast. For floors, 

mendous air output. Easily installed. window exhaust & intake, or a com- COMPANY 

3-speed switch. HD, 1/12 HP motor. bination fancend table. Pansacted. eee ee eee ners sees ener ees beneresseeereeerecsssereseeeenoes 
#3370, 20”, AC-UL. List $54.95. #3316-N, 16”, AC-UL. List $59.95. 


ADDRESS... secccsccescevcccecscctensonessseseseoescesssoeccovecs ee 


CHICAGO ELECTRIC MANUFACTURING CO., CHICAGO 38, ILLINOIS = CITY..............-eeseeeeeeee es ZONE: +001 STATE:scssseeesesenrens 
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ee | 
See this latest, greatest advance 














Two exciting models: 

48” Electric Sink, 27’ Automatic Dishwasher. 
The Food Waste Disposer and rinse spray are 
available at extra cost. 











NO OTHER METHOD CAN WASH 
DISHES SO CLEAN, SO FAST! 


MULLINS MANUFACTURING CORPORATION © WARREN, OHIO 


Youngstown Kitchens are sold throughout the World 
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aa ll li ae ee ee eat 
in automatic dishwashing! 
Naa aaa 


Youngstown Kitchens 1952 Jet-Tower Dishwasher 
with positive Hydro-Electric Control! 











ERE’S THE LATEST, greatest development in automatic dish- 
H washing! It’s the new 1952 Youngstown Kitchens Jet-Tower 
Dishwasher with positive Hydro-Electric Control, which gets the 
utmost out of every second of time, every drop of water, and every 






in RNAPII ETO ROE 





bit of detergent. Just check these exclusive selling features: 





ved enon 


@ Hydro-Electric Control uses water weight, water pressure and 














See the versatility of Youngstown Kitchens 


electricity for perfectly timed Jet-Tower washing, flushing and units in lifetime STEEL . . . how they can / 

rinsing. [ts single-cam timer, positive gravity drain, carbon-sealed be planned to fit any space and cost re- : 
: . ¢ a quirement . . . how countless different com- i 

water pump and electric valve insure efficient service for years binations are possible—from the simplest 

to come to the most luxurious. 





Jet-Tower Dishwashing .. . the exclusive principle that has revo- 
lutionized automatic dishwashing . . . that washes dishes faster 
and cleaner than is possible by any other method! 









Plus ALL these added features: porcelain-lined booster heater, 
water reflectivity (extra washing action) from round tub, filter 
screen that traps food solids, complete efficiency even when city 
water pressure is low ... and dozens more! 


















Find out how you can cash in on these great advances in this fast- ee | 
growing market. See your nearest Youngstown Kitchens Distributor Tunes Kitchens Food Waste Blene 


or write Mullins Manufacturing Corporation, Warren, Ohio. keeps kitchens modern for years to come. 
It’s 3 ways best: nonstop feeding, double- 
action shredding, self-cleaning action. 








ADVANCE SHOWING 
CHICAGO 


MERCHANDISE MART 
ROOM 1119 « Phone: SUperior 7-7388 










See the most modern advances in kitchen 
efficiency and convenience . . . advances 

that have made STEEL Youngstown Kitch- 

ens best-known by 5 to 1...! See why 

Youngstown Kitchens sell faster, bring in 

faster profits! 
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the Show! 


| which 


Among remarks overheard: 

e “Makes a lot of sense” 

e “Sure ought to be able to sell fans with a clincher like that’’ 
e “Like the tie-up with displays and streamers” 


NEW 5-YEAR GUARANTEE ON 6 


pest-seLLeR FAISLO Fans 


Mode! 40 
10-inch floor fan, 2 speeds 


Model 5 
12-inch floor fan, 3 speeds 


PRPs 


Model 163 
16-inch oscillator, 3 speeds 


AQ 


Model 127 
12-inch oscillator, 3 speeds Model 165 
16-inch pedestal oscillator, 3 speeds 


If you’re one of the few who 
didn’t make the Chicago Show 
and get the details of Fasco’s new 
5-year Guarantee on six de luxe 
oscillating and floor fans, drop 
us a line. We'll send complete 
details in the next mail. 
Model 101 
10-inch oscillator, | speed 


| KY a1 
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Ask for “Fan Guarantee Details” 
from Dept. EM. 


Industries, Inc. 


tele 3317 a aa, Ae & 











One Big Promotion After Another 





are furnished them without 
charge, and arrange store and window 
displays of the particular merchandise 
being promoted. 

“The success of the utility’s appli- 
ance, radio and television promotions 
is largely due to the spirit of coop- 
eration among all of those interested 
in these efforts to promote sales,” says 
Harry Knodel, chairman of the Elec- 
trical Association’s promotion com- 
mittee. 

Six years ago, the utility discon- 
tinued the sales of electrical appli- 
ances, and so found itself with an 
attractive but empty lobby. Hodgetts, 
then assistant director of publicity, 
suggested bringing in the world’s 
champion woman typist, and showing 
how increased intensities of illumina- 
tion would increase her speed still 
more. 

When the promotion attracted 
some 50,000 visitors, the utility of- 
ficials realized they had found the 
solution to effective utilization of the 
lobby. 

Obviously, successive promotions 
soon lose their capacity to attract 
people unless they are sufficiently 
varied in theme and presentation. This 
factor has proved the secret of the 
successful CG&E promotions, for each 
is distinctive, and each includes added 
attractions. 

Highlighting these added attrac- 
tions are contests as varied and unique 
as are the promotions with which they 
are tied in. While the prizes are 
moderate in value, they draw many 
thousands to the lobby, where the 
effective merchandise displays com- 
bine with the shows to develop buying 
attitudes. 

As Edward McGinnis, business 
manager of the Electrical Association, 
phrases it: “The CG&E promotions 
attract huge crowds which are so ef- 
fectivelv sold on the merchandise be- 


ONTINUED FROM PAGE 65 





ing displayed that sales resistance is 
reduced to a minimum. From there 
on, it’s up to the retailers to move the 
merchandise into the homes of their 
customers.” 

The annual television display serves 
as a good illustration of the variety of 
gimmicks employed. 

For one promotion the three local 
television stations were enlisted to 
stage televised lobby shows, each for 
one week. These shows included daily 
talent tests, with the performers see- 
ing themselves on 'T'V screens as they 
performed; while a jury of twelve reg- 
istered their votes. 

Supplementing these were models 
from leading department stores and 
specialty shops, who modeled the lat- 
est feminine apparel—all of which 
fascinated the thousands of spectators. 
Two of the local newspapers, the Post 
and Times-Star, issued special 16-page 
T'V sections during the show period, 
and there also was a tremendous vol- 
ume of radio and TV publicity. 

The result: An 84 percent increase 
in sales of TV sets in the Greater 
Cincinnati area during the first three 
months of the year over sales for the 
entire previous year. 

The 1951 television promotion was 
even more elaborate. A large exhibit 
was secured from the U. S. Air Force 
showing uses for radar and other elec- 
tronic devices; there was a U. S. Navy 
Sonar device; the Air Squadron of the 
Ohio National Guard displayed radar 
equipment used locally for training 
purposes. Several “Reception Rooms” 
were set up to demonstrate correct 
lighting when viewing TV programs. 
Animals and performers from a circus 
showing in the city at the time were 
brought in to further stimulate public 
interest. 

The Post conducted a contest on 
the theme, “Television—Watchword 

(Continued on page 88) 
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“MARY MAKES THE BEST BAKED DISHES, BUT SHE CAN HARDLY STAND THAT HOT OVEN.” 
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NOW! Arvin gives you a bigger competitive 
edge than ever! Arvin’s finest 21-inch table TV 
(Model 5211TM) —the famous Dual Power Cus- 
tom TV with all the superior features shown in 
this chart—is reduced $70 in price! America has 
gone for Arvin’s big-screen TV in a sensational 
way. Sales have far outstepped our most opti- 
mistic hopes. Production savings are passed on 
to you and your customers—so you can sell them 
America’s finest 21-inch table model for much 
less than they’d expect to pay for a smaller- 
screen TV of lesser quality! Revolving Tele- 
Table to match at slight extra cost. 


Radio and Television Division 


ARVIN INDUSTRIES, INC., Columbus, Indiana 
(Formerly Neblitt- Sparks Industries, Inc.) 


Arvin 1V 


Vy VISIBLE VALUE 
You can se// the difference! 
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(Blond $309.95) 


Arvin TV has more tubes, 
more power, more features 
than the 3 top-selling makes 


A. 





T es of TV 
Werte Alt mach canon in a 


Make “A” Moke "B” Make “C” 
THESE FEATURES 21” table mode! |21” table mode! |20” table model 





Means THIS to YOU: 





Number of tubes More tubes mean more power and 
(including rectifier 
tubes and picture tube) 25 2 1 23 greater range. 





Tone Control NO NO YES As much treble or bass as you want. 





“Distance” uses full power to pull 
Local-Distance Control in remote stations. “Local” subdues 
P NO NO NO strong signals to prevent distortion. 





Keyed Automatic Checks “airplane flutter” and other 
Gain Control N 0 N 0 electronic interference 





iF Trops, 7 7 4 3 3 These trap circuits reject interference. 





Intermed: Fi Cc its in 41 
LF. Circuit 41.25MC 41.25MC 21.25MC 21.25MC mmegncycle spectrum num ite 


























Phono Jack YES YES YES NO —_| Permits connecting record player 





Sell the line that cuts down service calls! 
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“Guaranteed to remove more dirt in less 

time or your money back!” 
This powerful theme tells and sells the public on what a vacuum cleaner 
should do: get the dirt. This theme is one that we sincerely believe only 
the Eureka dealer can make because of the unmatched performance of the 
EUREKA AUTOMATIC CLEANER Model S-250, now known everywhere as the 
“3-in-1” Wonder Cleaner. It’s down-to-earth — factual — convincing — 
it’s a retail-minded theme that takes the place of demonstration and takes 
a fraction of the time. 


The Mighty Selling Feature= 


NO DUST BAG 
TO EMPTY! 


“Throw-Away” Paper Dust Bag 


THE THREE GREAT NEW EUREKAS 
A Complete 
Cleaner Department 


Three New Eureka Cleaners, thot's all you 
need...and you're in business! Low cost 
inventory—hot merchandise—quick sales— 


big profits. 







New Model "600" TANK 
Popular Priced, 

> @& powerful, all-steel, 
and excellent set 
of cleaning tools 


assembly — now available for the 
“3-in-1” Wonder Cleaner! Certain 
customers may desire this feature. 
EUREKA dealers can give it to them! 









New Model 700" AIROMATIC TANK 


-powered, 
sista ne bag 


set of 
cleaning tools 
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PROMOTION FEATURES 
\2(Powerf ul 24 Sales Specials 


‘ E ‘3 ] 5 
A File OFFER at. | | 
ooR | 


Free Power-Driven 
FLOOR POLISHER— 












ae 
»e 



























Adds $50 Value to “3-in-1’’! 4 
, The vital “extra” that only Eureka has, ; 

only Eureka can offer — and offer now FREE! ; 
The big-value Floor Polisher . . . an “appliance” we H 
in itself... given at no cost with the purchase the 5 
of the "3-in-1” Wonder Cleaner. This free offer is oe ; 
plain magic .. . as proved by Eureka dealers sie 7 : 
everywhere. Attention-getting, action-provoking — job } 


it'll ring up sales for you. 


A peeinl promotion “* 


FEATURE “SAVE $10.00” ON THE 
POWERFUL “600” TANK — FOR 
IMMEDIATE TRAFFIC AND SALES 
ACTION! 


Quick sales and volume are guaran- 

teed when you offer a FULL $10 

SAVING on the powerful Model 

“600” Tank through these pre- 

tested newspaper ads. They bring 

oe ae into your store — they 
ring new life to your cleaner 

department — they bring 

new profits into your 

cash register! 











Introducing Marvelous New 


EUREKA 
Waste Food 


DISPOS-O-MATIC 











Fh ae 


with 72" short Sane and exclusive, patented 
"Hammermill” grinding action which does 
not clog or jam. Equipped with \4 H.P. 


1 er Write, Wire or Phone for full information 
Capacitor—Start Motor icon brass 


i idea 
impellers. Meet the growing demand with a 


better product... pile up big new profits. Model 75-A Eureka Williams Corporation - Bloomington, lilinois 
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One Big Promotion 
After Another 


oom CONTINUED FROM PAGE 84 ee 


of the Home,” with contestants being 


* supplied by retailers with forms con- 
taining 20 statements on the advan- 
tages of owning TV sets, with one 


word in each statement being under- 
lined. Contestants checked off the 


two statements they thought contained 

the “key” underlined words, and then 

4 wrote in 25 words or less the reason 

why one of these words was their 

wit favorite TV watchword. The two 


key” words had been placed in a 
sealed envelope and were ceremoni- 


ously opened in the lobby on the last 
TURA aw day of the show. 
Three years of television promotions 
attracted more than a quarter-million 
visitors; while both wholesalers and 


retailers staged concurrent window and 
floor displays and otherwise helped to 


make Cincinnati 10th in TV owner- 
ship while only 18th in population. 
Virtually all models of all TV manu- 


facturers were, of course, displayed in 
the CG&E lobby throughout cach of 
the shows. 


& + Tie-In With Trains 


Another CG&E promotion, which 
has come to be a Cincinnati institu- 


tion, is the annual pre-Christmas 
demonstration of electric trains, either 
€ that of the Baltimore and Ohio Rail- 


road or the Brotherhood of Railway 
and Steamship Clerks—each of which 
“Fully automatic selling!”’—that describes these a erga — —" and is com- 
new Sentinels with optional, matching TURN- The 1950 theme was, “Sidetracked 
tables. All the advantages of for Gifts-—Go Electrical ALL the 
way.” In adjacent booths, a local soft 
drink bottler and a popcorn machine 
tractively modest in price, they manufacturer presented free drinks 
fit beautifully into any place in and popcorn to the children, and any 
child finding an “electric penny” in 
his or her bag of popcorn thus became 
fine consoles, they lend graceful a “Junior Engineer’ and was permit- 
ted to operate the intricate control 
panel of the train exhibit—of course, 
. roundings. Easy, fingertip turn- under the close supervision of the en- 
Above: Model 449- ing. Famous Sentinel chassis— gineer in charge. Also distributed were 
TVM—21" screen. ; . , 4 / thousands of copies of the General 
Cylindrical face : envy of the industry for its flick- Electric comic book about the electric 
tube. Mahogany, of-a-switch fully automatic tun- industry. 
with superbly “ar e ’ ‘ then c. 
matched TURN. — ing, superperformance even in Each year, the train exhibit is sur- 
table optional. a oe rounded by practically every electrical 
weak signal areas and amazing, device or appliance for home use, and 
profit-protecting freedom from it is obvious that those inspecting the 
exhibits are sold on the purchase of 
electrical appliances for gifts. And 
At right: Model Turn store stocks FAST! Call more than 500,000 fe er ge wl 
447-TVM—17" j 3 ‘tea ms crowde obby during the last 
screen. Mahogany, your Sentinel distributor NOW ae ane a bby during the 
soldaan ae or write Sentinel TODAY. Still another CG&E promotion, 
table optional. which was started in 1950, has proved 
a * so successful that it is being repeated 
Sentinel Radio annually. It is a table-setting contest, 
° with the theme. “Make Every Meal a 
Corporati on | Partv,” and designed to promote sales 


Wi i of electric toasters, percolators, dish- 
Evanston, nore washers and garbage disposal units. 


The coonerating groups include the 
Cincinnati Electrical Association, 
Times-Star and some national con- 
sumer magazine. 

More than 100 woman’s organiza- 
tions respond annually to the invita- 
tion to “set a pretty table,” and daily 

(Continued on page 92) 


space-saving table models: at- 


any room—as highly styled as 


dignity to the most opulent sur- 
ket 


service. 
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leneow- she wants 

















Tee a Cealalll 


Tell her how a Hamilton Automatic Clothes 





Dryer makes her life easier—saves time and work, 

. . — 
saves wear and tear on clothes, reduces ironing @ 
of flat pieces, makes all ironing easier. Show her ry 


why every washing will be fresher, sweeter, why TTT irre... 

the wettest day is a sunny day in the Hamilton TTT 
Automatic Clothes Dryer. And, point by point, 

she'll see why Hamilton is her best bet in a 


Dryer... the Dryer she'll be willing to wait for 
even when deliveries are delayed. 





SHOW EVERY CUSTOMER THESE EXCLUSIVE HAMILTON FEATURES 


® Patented ‘“‘Carrier Current” gentle drying action. 


® Only Hamilton gives you the ‘‘double-pass” Lint-Control 
. . . largest and most effective of them all. 





























®New “Hi-Power’ Exhaust System, eliminates lint and 
moisture problem. 


® Only Hamilton has the SUN-E-DAY Lamp .. . sanitizes, 
gives clothes “outdoor” freshness. 
































® The Hamilton Dryer is the only dryer that is perfectly insulated 
for efficiency, safety and comfort. 


® Armco Zincgrip drum, 130-minute timer, adjustable temperature ‘ nia . P 
control . . . Hamilton has them all. Ask for the new Hamilton Advertising and Display Materials 


To Bring Hamilton Customers to Your Store 
® Faster drying! Tests prove the Hamilton dries clothes faster than 


any other dryer you can buy! HAMILTON MANUFACTURING COMPANY 


TWO RIVERS, WISCONSIN 
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SOMETHING REALLY NEW 





NEW! THE G-E ALL-PURPOSE FAN. At last, a fan that offers safety-minded 
design. But you can sell your customers more than just peace of mind with 
G.E.’s smart new finger-guard grille and “‘safety-depth”’ cabinet . . . this 
frost-grey beauty will add a style note to any room, any decor. Versatile, 
too. Sell it for use as a floor, table, or wall circulator, or as a window venti- 
lator. Retails for only $34.95* 


G-E Fans and Circulators give you extra coolness... 


New safety-minded design. 
That’s an important point in any 
home—and it’s a “must” in 
homes where small children play. 


PLUS: 1. 


NEW G-E TWIN-FAN VENTILATOR. The best friend a summer bedroom ever 
had! Or any room, for that matter! Its two fan units can be reversed, to- 
gether or singly, to blow stufiy air out, draw fresh air in, for gentle and effi- 
cient air circulation. Automatic “‘Fantrol” turns fans on or off with tem- 
perature changes. Portable. Fits both sash and casement windows—easily 
and quickly. Retails at just $74.95* 


2 These whisper-quiet G-E Fans and 
@ Circulators will never interrupt a con- 
versation, never disturb a night’s sleep. 


Service-free dependability. G-E Fans 
® and Circulators don’t even need oil- 
ing for at least 10 years. 


OB. es o aati tat i oa 
NEW G-E FLOOR-CIRCULATOR. Has two sets of fan blades (instead of the 
usual one) for “‘whole-room” air circulation—wall to wall and floor to ceiling. 
Does the work of several fans, and doubles as a handy piece of handsome 
furniture—as a hassock, a table, or a TV seat. Frost-grey; blends with any 
color scheme. Retails at a thrifty $64.95* 


* Prices subject to change without notice. 


FOR ALL PURPOSES, at all prices, G. E. makes a com- 
plete line of fans. For home, office, or commercial use. 
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As you can tell at a glance: here’s something really 
new in fans—and fan promotion. 


More than just fans! You can take our word for it, 


they’re as new in cool-breeze performance as they are in 
their smart good looks. 


What’s more, they keep your customers pleased and 
loyal by giving them a big triple plus in safety-minded 
design, restful quietness, and attention-free depend- 





ability. All are backed, of course, by General Electric’s 
famous over-the-counter warranty. 


And here’s the pay-off: to help you make the most of 
the profit opportunities in this smart new line of fans 
and circulators, General Electric is backing them with 
the greatest promotion campaign in all G-E Fan history! 
Better call your General Electric Fan distributor today 
and get the full story! 


IN KEEPING FOLKS COOL 
(AND KEEPING YOUR FAN BUSINESS HOT / 


GE gives you a triple plus in promotion too ! 


TELEVISION ! —Two solid months on the Garry Moore Show-CBS-TV. 
FULL FAN-SEASON COVERAGE IN THE 


Ten smashing full pages and a full-color spread. 





aoe 
Pa ar eT ie aemeall 





COMPLETE KIT OF MERCHANDISING TOOLS ! 


Lm : 
%B Ta VEATOR 











A real traffic-stopper in your window or on 
counter. Full color. Attractive snow man 
with scarf that flutters when fan is on. 





A real “‘silent salesman”’ in full color. 
No complicated setting up. Attaches 


Counter displays, fan merchandisers, 
to fan in a jiffy. 


plenty of hard-hitting display ideas, 
including balloons, window stream- 
ers, mail-stuffers, price tags, etc. 
Ask your distributor. 


CALL YOUR G-E DISTRIBUTOR TODAY AND GET YOUR ORDER IN EARLY 


GENERAL @@ ELECTRIC 
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One Big Promotion 
After Another 









oes CONTINUED FROM PAGE 88 qemmmmmme 









first and second prize winners are 
selected by judges chosen from among 
local home economist, dietitians, and 
china and linen buyers for local de- 
partment stores and specialty shops. 
(he daily winners compete for the 
grand prizes, which are topped by a 
prize of $100 in cash and an electric 
dishwasher, and a second prize of $50 
and a garbage disposal unit. 

In September, 1950, the CG&E 
staged its most elaborate single pro- 
motion—which created a tremendous 
amount of local interest, attracted na- 
tional attention, and most importantly, 
created sales of household appliances 
and furnishings conservatively  esti- 
mated at $5 million. This promotion ° 
was “The House That Light Built,” 
a pre-fabricated, six-room _ house, 
which was erected, furnished and 
landscaped in the lobby in eight days. 

Co-sponsors were Good Housekeep- 
ing Magazine and another local news- 
paper, the Enquirer, and the usual 
contest promoted the theme, “Good 
Lighting Is Good Housekeeping.” 
Each entrant was required to be a 
member of an accredited woman's 
club, and to write a letter giving three 
reasons why good lighting is good 
housekeeping. On each of the 20 
days the house was open for inspec 
tion, the writer of the best letter was 
named “Good Housekeeper of the 
Davy,” and was awarded several prizes, 
with the club to which she belonged 
being awarded a $25 Savings Bond. 

Visitors inspecting the interior of 
the house totaled 54,262, while it 
was estimated that more than 50,000 
others viewed the exterior during the 
three weeks of the promotion. 

















































Dealers Are Kept Informed 


Acquainting the 835 retailers in the 
Greater Cincinnati area with details 
and objectives of each of the promo- 
tions in which they participate is a 
full-sized job for the utility's dealer 
sales division, headed by Ben Kauf- 
man. 

Immediately after details of each 
promotion have been worked out, 
the division’s five sales counselors 
start calling on the retailers, explain- 
ing the promotion and leaving sup- 
plies of posters and other pertinent 
sales aids. These explanatory calls also 
afford the dealers ample time in which 
to secure adequate stocks of the fea- 
tured merchandise for their own dis- 
plavs. 

Additional publicity in considerable 
volume is obtained in the numerous 
neighborhood weekly newspapers, 
publications of the Real Estate Board, 
Public Schools and house organs of 
participating suppliers, together with 
window cards and bus placards, and 
many hours of radio and TV an 
nouncements and comment. In other 
words, the utility overlooks no oppor- 

tunitics to promote its own promo- 
tions. 

All of which combine to demon- 

strate the tremendous pulling power 
| of the CG&E promotions. End 















The NEW low-priced /s-horsepower 
CARRIER Room Air Conditioner 


























It’s new! And it’s a beauty! This Carrier 


13-horsepower Room Air Conditioner sells 







for a price you'll want to shout about! nay ener 
Air Conditioning 


And it’s bound to pull customers for you. Refrigeration 
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Make '52 Your Biggest 
and Best Vacuum 
Cleaner Year 


Kann a UND re 
$” Guaranteed by 
Good Housekeeping 


Py w 
or as ADVERTISED ery 


Royal—The Cleaner That's Made Right, 
Priced Right and Sold Right—through 
Local Dependable Retail Dealers. 


When you sell a ROYAL you make a sound, solid profit. You also make 
satisfied customers—the most important asset any business can have. 
ROYALS have the features that women want—light weight, 
easy operation, great efficiency, amazing durability and— 
real value. ROYAL prices are amazingly low. ALSO 





‘ nee : : == REVOLVING 
There is a ROYAL Distributor near you. Please write us for his name. BRUSH 
ROYAL VACUUM CLEANER COMPANY, CLEVELAND 8, OHIO “ CLEANERS 


Continental Electric Company, Toronto 28, Ont., Can. Beautiful appearance. 


Unsurpassed cleaning 

ability. Available with 

“Toss Out” Paper 

Bags. Complete sets 

a of cleaning tools. 

ie. Floor polisher attach- 
. ments. 


LEADS THE WORLD FOR VALUE 
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WE'LL PAY YOU :20% 


(Besides Your Regular Profit) 











NO- g WH 


Mo 
st jov® yr 
% 







NO TRICKS...NO HIDDEN PURCHASES... 






We're so sure that you will sell 


many fans from this display. .. that 






we're willing to take this loss on 






your first order! 














PLUS...entirely FREE... 


ah Just fill out immediately the coupon with the name of 
your jobber . . . and mail to us. (No coupons accepted one 





SAF 8 F touts 


after March 15th, 1952.) 
Display Rack .. worth $12.00 
© You will receive the following four fast-selling Inter- 


national Fans at your regular dealer's price. 







Shipment will be made through your jobber. 
Q When display shipment is received, remove from 
Your Total carton and place on your floor or in your win- 
cost each Selling price Total profit dow, remove the $20.00 Certificate Tag and 
Two (2) Model C-20K $36.65 $109.90 $36.60 e mail to us for your check. 


Two (2) Model 224-K 59.95 179.90 60.00 As soon as we receive your Certificate Tag... 
Total Profit $ 96.60 we will send you our check for $20.00! 












You Can't Lose! BUT YOU MUST ACT QUICKLY! 
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to display only two of 


woRLb’s MOST iateae 
WINDOW FANS!” 


UTHE 


THE BIGGEST FAN VALUE ON THE MARKET — 
VOLUME AIR DELIVERY PLUS PATENTED SPRING- 
SUSPENSION QUIETNESS...AND WE PAY YOU 
TO PROVE IT TO YOURSELF! 


Model C-20K Beautiful baked-enamel cabinet 


model . . . powerful '/}2 H.P. motor that 
floats on springs for absolute quietness. 
Big 20-inch clover-leaf blades . . . expand- 
able sides to fit any window up to 40-inch 
width. Moves more than 3500 CFM (Nema). 


Lhd Powerful 24-inch model that does 


@ terrific job of ventilating homes . . . moves 
more than 4200 CFM (Nema) and is also 
spring-suspended for below-a-whisper 
silence. Expandable sides fit up to 42- 
inch width windows. 


OTHER INTERNATIONAL MODELS! 


Your Your 
Price Profit 


$33.30 $16.65 
53.30 26.65 
46.63 23.32 


YOU GET QUALITY FANS 


...With these outstanding features. 
Compare them with any other fan 
on the market! 


Why SPRING-SUSPENDED 

“ional FANS 
are “THE WORLD'S 
MOST QUIET FANS” 


Spring-suspension is an exclusive 


Model 
CR-20 
W-24 
CA2 


Retails 
$49.95 
79.95 
69.95 


SAINT 20-inch 
24-inch 


Twin 12-inch 


(casement window) 


MAIL THIS MONEY-MAKING COUPON TODAY! 


patented feature of International 
window fans... all moving parts 
are entirely cradled in resilient 
springs to eliminate hum and 
vibration. They sell themselves on 
silence—and air delivery! 
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THIS OFFER WILL BE GOOD 
ONLY UNTIL MARCH 15, 1952! 


1952 


To Fan Division 
Internotional Oil Burner Co., 3812 Park Ave., St. Louis 10, Mo. 


Gentlemen: | accept your Display Deal which includes the following: 
Twe (2) Model C-20K (each) $36.63 
Two (2) Model 224-K (each) $59.95 
One (1) Display Rack worth $12.00 


Total Cost, $73.30 
Total Cost $119.90 
$193.20 


(To receive $20.00 rebate: 1) Mail this order before March 15, 1952; 2) When shipment of fans is 
received, set display stand on display on your sales floor or in window promptly; 3) Remove Refund 


Certificate from display stand, and mail for $20.00 refund direct to International factory at address 
listed above.) 


Ship my fan display through: 
(Name of jobber) 
Address 


PAGE 95 





sane Se . 





Dreslo 


Acclaimed! 
















‘‘THAT JUMBO 









‘JUMBO 
FRY-BASKET FRY-BASKET 
ENDS TWO-BATCH AND OTHER 


FRYING!” FEATURES MAKE IT 


A TERRIFIC SELLER!’* 











Td 


Pee 







"So automatic - - - 
-frying 

makes deep é , 

simple and enjoyable 





“Sensati 
onal 
A accepta 
nother Press, Ptance! 
Maker for you!” Profit. 













n be 


" shortening ca 
Same oni 


used over and > Sapa 
it's so easy to clean 



















“Last order gone .. 


« shi 
more!” P 





"The automatic temperature 
control gives me perfect deep- 
frying every time!” 






“Me 
w ” buy it Qs 
Omen!" Well as 
















y and guests all love 
fried foods! 





"My famil 
PresTO deep- 





Pru AUTOMATIC 
aa "> 

* Guaranteed by ~ 
Good Housekeeping 
eg. 2 







"Sells on sight . . . sold out... 


PUT Fy Fryer rush re-order!” 








25 aSerwnsee 








Here’s another Presro sales-and-profit champion! 
The Presto Automatic DEEP-FRYER, acclaimed by 
homemakers and dealers alike as the most popular 
electrical housewares item in years! 

Built to SELL and satisFy, the Presto Automatic 
Derep-FRYeER has taken the public by storm! Its 
exclusive features, consistently emphasized with 
hard-hitting merchandising and national advertis- 
ing, have made it the homemaker’s favorite and 
the dealer’s standby! 























Sales PROVE... PREsTO Product Promotions pay 
. and pay .. . and pay! 
Orver Now! Demand for the Presto Automatic 
It pays to feature the leader . . . the line Derep-FRYeER far exceeds present production! Be 
that leads the field! 7 out of 10 of all sure of your share of sales-and-profits, get your 






pressure cookers sold, or to be sold, are 
PRESTO COOKERS! 






orders to your Presto Products supplier Now! 






++ Weigh 
extra eedecns $ only 31% Ibs. 












iP -Wilel, F-\ am 2 43-310) '4 mee ele) Gi maae). i -7-V. be W paReUEEEns aso caumeaee 
General Offices & at) CLAIRE, WISCONSIN “scene 


and Factory Factories 


Los Angeles, Calif. - Wallaceburg, Ont., Canada 
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Metals Allotments To Be Cut Again 


Appliance manufacturers will have 
to cut production again during the 
second quarter—at least 10 percent 
below first quarter levels, government 
controls officials estimate. The reason: 
they’re going to get smaller allotments 
of copper and aluminum from April 
through June. 

Though actual tonnages of metal to 
be allotted to appliance makers had 
not been calculated when this was 
written, cuts in allotments were set 
up something like this: copper wire, 
35 percent of pre-Korea use (as com- 
pared with 40 percent in the first quar- 
ter of this year); brass, 30 percent (as 
against 35 percent in the first quarter); 
aluminum, 30 percent (compared with 
35 percent in the first quarter). Steel 
allotments were set at the first quarter 
rate again—50 percent of pre-Korea 
level. 

Substitutes May Help. Though the 
copper reduction amounts to 12.5 per- 
cent below first quarter supply and 
the aluminum reduction is about 14 
percent, the controllers figure actual 
appliance production might not drop 
more than 10 percent. They think 
manufacturers can stretch out these 
supplies through further use of sub- 
stitutes. And there was a hint that 
more sheet steel could be made avail 
able to manufacturers who could find 
use for it as a substitute for copper 
or aluminum. 

One big pinch on the appliance 
makers’ supply of metal was the in- 
creasing military demand. Ammuni 
tion production figured to eat up 
much more brass in the second quar 
ter than in the first. Aircraft produc 
tion was in for more aluminum. And 
copper wire was needed in increasing 
quantities for a number of defense- 
related products. 

More for “Less”. But an even more 
substantial squeeze, as far as appliance 
manufacturers were concerned, came 
from makers of other types of con- 





Scheduled Meetings 


WESTERN HOUSEWARES SHOWS 


San Francisco, February 3-6 
Seattle, February 17-21 
Portland, February 24-27 


6TH FLORIDA ELECTRICAL 
EXPOSITION 


Tampa Electric Co., Tampa 


February 5-16 


NATIONAL ELECTRICAL MERS. 
ASSN. 


Edgewater Beach Hotel, Chicago 
March 10-13 











ELECTRICAL MERCHANDISING—FEBRUARY, 


@ Cutbacks are expected to curtail appliance 
output by at least 10 percent—even with use 


of further substitutes 


“Less essential” firms which suffered the 
heaviest cuts in first quarter get larger allot- 
ments at expense of appliance makers 


sumer durables—window shades, vene- 
tian blinds, toys, sporting goods, jew- 
elry and the like. These items were 
ticketed for increased allotments of 
copper and aluminum in the second 
quarter. In the first quarter, these 
products were designated as “‘less es- 
sential” consumer products, and allot- 
ments of the tighter metals ran much 
smaller for them than for appliances 
and other “more essential’ products. 
The majority of the “less essential” 
producers received only 20 percent of 
their pre-Korea supply of aluminum 


Clarifying’ the Warranty Puzzle 


Controllers warn that substitution of a compulsory, longer warranty at an 
additional charge constitutes a tie-in sale and is a violation of provisions of the 


and 10 percent of the copper used in 
that period. 

But producers in this category, espe- 
cially jewelry makers, challenge the 
legality of the controllers’ action in 
splitting consumer goods into two 
categories. They pointed to provisions 
of the Defense Production Act calling 
for allocations of materials among all 
civilian producers on the basis of a 
“fair share” of each producer's pre- 
Korea supply. 

This argument impressed Congress- 
men and, finally, attorneys of the 


General Ceiling Price Regulation 


The Office of Price Stabilization 
tried its hand at clarifying the tele- 
vision set warranty puzzle last month. 
In Interpretation +5 to the General 
Ceiling Price Regulation, OPS warned 
that substitution of a compulsory, 
longer warranty at an _ additional 
charge, in place of the base period, 90- 
day warranty would constitute a tie-in 
sale and be in violation of Section 18 
of GCPR. 

In issuing its ruling, OPS noted 
that in the past manufacturers’ poli- 
cies on warranty pricing have differed. 
Some warranties ran for three months 
and were included in the price of the 
set. Others ran for longer periods at 
separately stated additional charges. 
Some firms made these charges op- 
tional while others required the pur- 
chase of the additional warranty with 
the purchase of the set. Now, says 
OPS, manufacturers have asked if they 
may make the following changes: 

May a compulsory, longer warranty 
at an additional charge be substituted 
for the 90-day guarantee which had 
been included in the price of the set? 
Since this would require the purchaser 
to buy something which he was not 
required to buy in the base period, it 
constitutes a tie-in sale and is a viola- 
tion of GCPR. The dropping of the 


1952 


prior form of warranty does not justify 
the tie-in sale, OPS ruled. 

May the duration of a compulsory 
warranty be increased at an additional 
charge for the added period. No, says 
OPS, for the reasons above. 

May charges for the same compul- 
sory warranty be increased if they are 
offset by an equal reduction in the list 
price of the set? No, ruled OPS, since 
regulations do not provide for increases 
in ceiling prices even though accom- 
panied by a reduction for another 
commodity. 

“The general rules are that a seller 
may not require a tie-in sale and may 
not increase his ceiling prices. The 
fact that a seller may be willing to 
balance the increased charges made 
for one item by reducing the charge 
for a different item does not justify the 


. increase in ceiling price. This, how- 


ever, does not prohibit any seller from 
offering something in addition to that 
which he offered during the base pe- 
riod and to make an appropriate and 
reasonable charge, determined under 
the applicable ceiling price regulation 
provided that the purchaser has a full 
option to take or leave the additional 
item.” 

OPS last month also announced 
amendments to CPR-34 designed to 


NPA. So NPA dropped its first quar- 
ter “essentiality” designations. It also 
upped the allotments of the former 
“less essentials” to about 20 percent 
of their normal copper supply and 
25 percent of their usual aluminum 
consumption. With military and al- 
lied demand for both metals rising 
in the second quarter, the additional 
allotments could be obtained only by 
taking more metal from the appliance 
makers and other producers classed 
as “more essential” in the January- 
March period. 

What to Substitute? Top controls 
officials frankly admit that they do not 
know what the additional reduction 
in appliance output will mean to man- 
ufacturers already pushed close to the 
economic break-even point by reduc 
materials supplies. ‘They hoped mo 
producers would find substitutes f 
the metals in shortest supply. Th 
could point only to sheet and stri 
steel, now in increased supply, as avai 
able substitutes, however. There woul 
be little more aluminum until late id 
the year. 





apply the provisions of the Capehart 
amendment to the service trades. This 
was accomplished by modification of 
adjustment provisions of — section 
20(a) since OPS felt that “exact 
determination of cost increases or 
decreases as called for under the Cape- 
hart amendment would be extraordi- 
narily difficult.” Service operators feel- 
ing that they are entitled to further 
relief under the Capehart amendment 
should “inform OPS fully of all the 
circumstances and make a full show- 
ing so that appropriate study may be 
given the matter.” 


Rural Power Up 


Rural electric cooperatives chalked 
up a new record for annual energy 
sales in 1951 with an approximate 
total of 9,717,000,000 kw.-hr.—a gain 
of more than 25 percent over 1950's 
total sales. 

Even more surprising, the average 
annual use per consumer along REA 
financed lines jumped 14 percent over 
1950 to 2,747 kw.-hr. A large part of 
this per-consumer increase can be 
traced to the use of more labor saving 
devices on the farms served by these 
power lines. 
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WRINGER AUTOMATIC COMPLETE 


DRYERS IRONERS 
WASHERS WASHERS GAS & ELECTRIC PORTABLE & CONSOLE LAUNDRY UNIT 


THE MOST SERVICE-FREE HOME LAUNDRY APPLIANCES IN AMERICA 
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a file...two gears... 


and a moral about Service! 


Washer gears take a lot of abuse. Soft gears soon wear down... 
chatter...even refuse to budge. Result: costly service calls. 


That’s why Blackstone machine-cuts its gears on the same type 
equipment used to produce the gears of a fine automobile engine. 


Then, just as the automobile people do, Blackstone case-haraens 
its steel gears. This produces a gear which is virtually indestructible— 
one that lasts a lifetime. 


A file...a Blackstone case-hardened gear...and an ordinary 
washer gear (from many washers on the market) will vividly show 
the superiority of Blackstone gears. 


Just 2 or 3 light passes of the file across the ordinary washer 
gear will wear down the soft-metal cast teeth. Even prolonged 
filing on the teeth of the Blackstone gear will serve 
only to dull the file. 





MORAL: When a manufacturer spends more time and effort 
producing a better product—his dealers spend less time servicing 
...more time selling. Is it any wonder... 


There has always been a waiting list for Blackstone 


We have never been able to build enough Blackstone Automatics to supply 
the demand. (Our national advertising headlines this fact today.) 


Soon however, material restrictions permitting, expanded facilities will 
vastly change this picture. 


And hand-in-hand with increased production will come the greatest sales 
and advertising program in Blackstone history. 


s | 


Blackstone 


The oldest manufacturer of home laundry appliances 
BLACKSTONE CORPORATION, JAMESTOWN, NEW YORK 
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DEPARTMENT STORE executives Ed Coilyer (R. H 
White, Boston) and J. B. Ogden (J. L. Hudson, Detroit 
G.-E’s Mike Sweeney 






listen te 





GGOD COMPETITORS J. B. Elliott (center) of RCA 
ong A. A. Brandt, right, of G-E pose with Toled 
digtr it 





WESTINGHOUSE’S J 
cooking with Margaret 
of the Ladies Home Journal 


westungnouse 


talks electric 
associate editor 


H. Ashbaugh 
Davidson, 


BOTH R. C. Graves, left, of Ben-Hur and distributor 
Jack Stein of Jacksonville look skeptical as they 
t at tne Furniture Mart 


EXCHANGING 





corridor of the 
left, of Servel and 


greetings in the 
Furniture Mart are Don Dailey, 
Philco’s James Carmine 





DISTRIBUTOR Jules Sterling, left, of 
listens to Gibson’s J. L 
Model D range 


Sen Antonio 
Johnson deliver a pitc yn 


G:bson’'s 


Markets Produce Unexpected Activity 


But radio-TV-appliance ex- 
hibitors at the Furniture and Merchan- 
dise Marts find that increased activity 
doesn't necessarily mean more busi- 
ness or orders. 


Despite long faces by manufacturers over 1952 
production prospects, the sentiment at the winter 
markets in Chicago seemed to be “We'll get all 
the appliances we'll be able to sell.” 

Attitudes like this (the product of carry-over 
inventories and lessened demand on the part of 
the public) made the Chicago activities look like 
1 normal market 









The Furniture and Merchandise Mart showings 
produced more activity than many observers had 
expected but as far as appliance exhibitors were 
concerned there was little heavy buving. 

Lack of new and novelty items helped hold the 
attendance down; the crowd seemed short of re 
tailers in particular. A rash of distributor conven 
tions held before the market were largely closed 


affairs this year because of the ticklish pricing 
situation 
\t some conventions, prices were deliberately 


not announced and were left to backstage negotia 
tion. Firms that did announce their prices early 
found that they were setting up targets. ‘This 


unwillingness to be specific about prices did not 
indicate a general drop below 1951 levels but it 
did produce an air of uncertainty. 

As tar 


as products were concerned, vacuum 
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cleaners managed to steal the show. Both Apex 
and Landers, Frary & Clark had new canister types 
on display. 

In refrigeration lines, refinements of defrosting 
were unveiled. Admiral showed a fully automatic 
defrosting svstem for the first time. 

Among washers, the automatic had its best foot 
forward. Automatic Washer Co. previewed _ its 
new model in a hotel showing. As might be sus 
pected, dryers continued to be the scarcest prod- 
uct in the white goods field. G-E’s Lou Miller 
revealed that food waste disposers and ranges in 
addition to automatic dryers were being allocated 
by his firm. 

Television producers continued to place em- 
phasis on larger screen sets. Prices in several lines 
were lower but there were none of the sharp cuts 
seen at previous markets, 
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BOTH Edward R. Taylor, left, of Hotpoint, and J. W. AD BLOW-UPS occupy attention of Royal’s E. A. DEALER AND WIFE, Mr. and Mrs. 
Ferry of the May Co., Cleveland, resort to gestures Hamala, left, and G. W. Blair of Eastern-Columbia, 
to make their points Los Angeles. 


Earl Comer of 
Belle Plaine, la., watch Blackstone’s Anne McManus 
run through a demonstration. 


(ee 
@ 
& 


4 


CLEANERS stole the market show as far as new ADMAN and client have a visit during the show THREE EDITORS visit with Kelvinator’s Charles La 
products were concerned. Apex’s C. G. Frantz shows At left is Du Mont’s Paul Eshleman. With him is 
off his firm's new canister type cleaner which will Ed Rothman of Campbell-Ewald, ad agency for 
be available this spring Du Mont’s receiver division. 


son. From left to right are Jessie Bakker (Famil 
Circle), Prudence Dorn (Everywoman’s) and Bernice 
Strawn (Woman’s Home Companion) 


[or 
B/ 
6A 


NPA EXECUTIVE Harry Holbrook, former Norge HOME ECONOMIST Marian McKevitt watches as HOME ECONOMIST Mary Dougherty of Thor holds 
official, visits with Norge’s Richard Connell and district manager B. C. Bruemmer demonstrates Uni- the attention of distributors Sam Solinger, J. S. Shep- 
distributor Harry Knodel of Cincinnati in the Norge versal’s Jet 99 cleaner one of several new cleaners ard and Robert S. Kadets. Second from left is 
display space attracting attention at the show. Thor vice-president Frank Simpson. 
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COMPETITION takes a look at a new L & H product, LISTENING to Chicago branch manager John Walker COMFORTABLE CHAIRS encourage conversation be- 
the ‘‘Adapto” range. At left is C. M. Vining of make a point is Harry Kelley, right, Frigidaire appli- tween Ironrite’s Hal Biddle, right, and W. C. Rowles 
White Products. With him is White’s C. J. Anderson ance sales manager. of San Antonio. 








MENU-MAKERS, smal! boxes for freezer storage, are FIRM’S new deluxe automatic range is demonstrated USING ironer as background, M. A. Toussaint and 
shown by Rhea Shields of Deepfreeze by Bill Quinn of Prentiss Wabers Margaret Clark of Conlon-Moore pose for the camera. 





FLORIDA VISITORS E. A. Goldstein (in shirt) and PLATINUM-FINISH heater furnishes support for DISPLAY animated by the wringer roll is demon- 
J. D. Fletcher, left, listen to Queen Stove’s R. L. Duo-Therm’s Karl Egeler, left, and distributor R. A. strated by S. T. Peterson, sales manager for Voss 
Barnes. Looking on is ad manager R. D. Putnam Burgett of Indianapolis. Bros. Mfg. Co. 
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81.3% 20.6% 12.7% 11.8% 8.6% 7.1% 2.2% 


1.8% 23% 1.3% 


This chart shows you the 
rate of market saturation 
for each individual appli- 
ance. Today's low-satura- 
tion appliances offer you 
your greatest sales poten- 
tial. In the not too distant 
future the low-saturation 
appliances will be in as 
great demand as today’s 
refrigerator. 














LEADERSHIP in the Promotion of 


Low-Saturation Appliances! 


Today's modern homemakers are demanding all-electric liv- 
ing. No longer are they satisfied with the ownership of just 
one or two electric appliances. Their sights are set on com- 
plete all-electric kitchens and home laundries. Hotpoint's ag- 
gressive promotion of all the ingredients of the all-electric 
kitchen and laundry has paced this great transition and has 
established upsurging markets for the full and complete 
Hotpoint line. All-electric living has arrived! 


Hotpoint has predicated its postwar expansion program on 
the newer appliances—appliances which hold a great future 
—a future with virtually unlimited marketing potentials. 
Electric ranges, automatic dishwashers, automatic clothes 
washers and dryers, electric water heaters, freezers, and food- 
waste disposals are all moving into the acceptance stage. 
The future of any successful appliance dealership lies in the 
active promotion of these low-saturation appliances. 


The future belongs to those who prepare for it. Hotpoint has paved the 
way for every American home to enjoy the benefits of electrical living. 
Hotpoint dealers are in a position to cash in on this upsurging trend. 
Have a talk with your Hotpoint distributor and prepare for greater 
profits today and tomorrow with Hotpoint’s Full-Line Franchise. 


... Te Foremost franchise ia the Ladasthy! 


RANGES © REFRIGERATORS © DISHWASHERS © DISPOSALLS® ¢ WATER HEATERS 
FOOD FREEZERS © AUTOMATIC WASHERS « CLOTHES DRYERS © ROTARY IRONERS © CABINETS 
Inc. (A General Electric Affiliate) 5600 West Taylor Street, Chicago 44, Illinois 
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Delight Utilities, Inc., 3715 W. 26th St., Chicago. Delight's second store is at 5054 S. Ashland Ave. 


He ‘'uses the user’’ to 


sell appliances —and 
has over 100,000 major 


\ PROSPECT was interested in a washing ma- 
chine, but hesitated to buy. Somehow, his 
name rang a bell in salesman Charles Trenka’s 
memory. In the files, Trenka found the clincher 
—a record of a washing machine sale made in 
1920 to the prospect’s grandfather. He closed 
the sale. 

As general manager of Delight Utilities, Inc.. 
two-store appliance retailing concern on Chi- 
cago’s southwest side, Charles Trenka will tell 


you that this incident is just one example of 


how his firm “‘uses the user.” 

After 32 years in the business and more than 
100,000 major appliance sales, Delight Utilities 
operates on principles of selling and promotion 
which have withstood the test of time—princi- 
ples worthy of any aggressive dealer’s attention. 

Not one to rest on past performances, ¢ tharles 
in November of 1951 was well on the way to 
exceeding his 1950 volume, a record high, in 
spite of greatly increased consumer sales re- 


sistance reported generally by the industry. 


“Any dealer knows that the cheapest way to 










appliance sales to show for it! 


bring in business is to make every customer a 


booster,”” says Charles. “For 32 years now, 
we've been trying to do that a little better than 
our competition. 

“When you have as much competition for 
the business as we have, making good will mis- 
sionaries out of customers is a man-sized job. 
Our store at 5054S. Ashland Ave. is located on 
the fringe of a major shopping district which 
contains about ten appliance outlets. Our 26th 
St. store is in a mile-long shopping center with 
at least one appliance outlet of some kind in 
every block. And of course, we’re all in compe- 
tition with the big downtown stores. 


They talk prospects’ language 


“In meeting this competition, we place a lot of 


importance on knowing our prospects and how 
to sell them. A great many of the families in the 
26th St. area, for example, are Bohemian. They 
are inclined to be clannish, and many of them 
still speak their native language. 

“Any door-to-door salesman who has worked 


(Advertisement) 
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Charles Trenka 





this neighborhood can tell you how tough it is 
to get your foot in the door if you don’t under- 
stand the people. Because our salesmen do, we 
have a considerable head start on a lot of our 
competitors. 

“Most of our prospects are working people 
and their incomes are not large. But surpris- 
ingly, they buy top quality merchandise. So we 
stick to the well-known, nationally advertised 
brands. Even during the war when people were 
crying for appliances, we refused to stock the 
second-rate stuff because we knew it would hurt 
us in the long run. 

‘‘We find that many of our foreign-born 
prospects are dead set against buying on time. 
But the young folks are different on that score. 
For example, a young woman made a down 
payment on a television set the other day, and 
we made arrangements for time payments. The 
next day she brought us a check for the balance. 
She explained that her father ‘raised the roof 
about that time-payment foolishness’ and gave 
her the check. Knowing how our prospects 


1952—ELECTRICAL MERCHANDISING 


think helps us close sales which might otherwise 
be lost.” 


Low cost service holds customers 

The service department at Delight Utilities is 
considered an important asset to the sales de- 
partment. It is maintained to handle any 
emergency repairs on merchandise sold in the 
stores, and accepts no outside work. Instead of 
the customary rate of $4.25 per hour for service 
calls, Delight customers pay only $2.25. As a 
result, the service department operates at a loss, 
but it pays off in repeat customers. 

The fact that repeat business now accounts 
for some 60 per cent of the firm’s volume indi- 
cates that people get what they want at Delight. 
Charles will tell you that the satisfied customer 
has been the first consideration since the cor- 
poration was founded in 1919 by Louis 
Spachman, John Pech and James Calek. 

Launched when work-saving appliances were 
in their infancy, the business has grown with 
the industry for 32 years. President today is 
James L. Spachman, son of one of the founders. 
Charles Trenka joined the company as an 
accountant in its first year and worked his way 
up to general manager. 

The pride of the long-established firm is a 
file containing a record of every sale ever made 
by the company, including well over 100,000 
sales of major appliances. In this file are names 
of families who have traded with the company 
through three generations. 


History sells appliance 

But Trenka believes that his firm’s long record 
is worth more than historical interest. ““We put 
it to work on the sales floor every day,” he says. 
“Say a prospect is shopping for a washing 
machine. It’s a sizable investment, and he wants 
assurance that the machine he buys is a wise 
choice. He gets that assurance when we tell him 
how many hundreds of these machines Delight 
Utilities has sold and how, in the case of several 
brands, we have handled the line for more than 
30 years. 

“We don’t go in for high pressure selling. It 
scares customers away. But that doesn’t mean 
we don’t put action into our selling. Our sales 
manager, Hugh Walker, has a three-word 
definition for our selling approach—‘animate, 
activate and demonstrate.’ In other words, we 
try to dramatize every selling point in terms of 
the customer’s needs. The standard sales talk 
isn’t enough nowadays. 

“Every appliance has special features which 
can be sold best through demonstration, 
whether it’s a washer, a range, ironer, TV set, 
or even a space heater. We put on home 
demonstrations on réquest. 

“For years, we employed outside salesmen, 
but today’s lower profit margins have forced us 
to drop them, for the present at least. We have 
always believed in going out after the business. 
If conditions were different, we would have an 
outside crew today. 


“In the meantime, we are depending wholly 
on two methods of getting new business—our 
customers’ recommendations and our ad- 
vertising.” 
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“We try to dramatize every selling point... ," says Charles Trenka, shown here d 


Newspapers top the list 


Charles’ advertising program includes a regular 
schedule of mailings to old customers. He also 
reports good long-term results from the firm’s 
co-operation in church and community projects. 

But the bulk of his advertising is placed in 
newspapers. He uses foreign language papers, 
the community papers and the Chicago Tribune. 

His Tribune advertising, placed under this 
newspaper's Selective Area advertising plan, 
appears only in the copies circulated among 
people living in his best trading area. It is large- 
space promotion over his store name, featuring 
the top brands in his store. He gets the full 
benefit of the advertising as far as his own best 
prospects are concerned. 

And yet he pays as little as one per cent of 
the total cost because the advertising is paid 
for jointly by the manufacturer and distributor 
of the advertised line, and other dealers located 
where they offer no direct competition. 

“It takes big space to do an effective job of 
appliance advertising,’ says Charles. ‘You 
have to show in detailed illustrations what you 
have to offer. At the same time, it doesn’t pay 
to sink all of your money into just an occasional 
big splash of advertising. 


Clicks with prospects 


“With the Selective Area plan, we get the big 
space at costs which allow us to advertise reg- 
ularly on a small budget. And we get practically 
full coverage of our best market. 








“We have participated in just about eve 
Selective Area campaign placed by Gene 
Electric and Easy, and others on Hamilt 
dryers and several other lines. It’s the kind 
advertising that clicks with our prospects. 
“When we’re in the Tribune on Sunday, 
can rely on increased traffic on Monday.” 


* * * ; 
MANUFACTURERS: You get marimum 
returns from your advertising when it stimulate 
your dealers’ enthusiasm for your line. 

When you build your advertising progra 
around the Chicago Tribune's Selective Area plan 
your dealer gives your line special attention be 
cause he can see the effects of your advertising or 
his own sales floor. He gets retail-store-type copy 
over his own name in the medium he recognizes as 
Chicago’s greatest sales-producer. He gets big- 
space advertising reaching his best prospects—at 
costs he can afford to pay. Yet the entire program 
is factory-controlled and agency-placed. 

The more than $2,000,000 already invested in 
Selective Area advertising in the appliance field 
alone is evidence that the plan meets the needs of 
dealers, distributors and manufacturers. 

A Selective Area advertising program can 
strengthen your dealers’ support of your line and 
help you build the consumer franchise you want in 
the multi-billion dollar Chicago market. A Chicago 
Tribune representalive will be glad to bring you 
detailed information. Call him today. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago Tribune Advertising Representatives: 


New York 
E. P. Struhsacker, 
220 E. 42nd St. 


Detroit 
W. E. Bates, 


Penobscot Bidg. 


Sen Francisco 
Fi ick & Chamberli 
155 Montgomery St. 


Los Angeles 
Fi tol & Ch . A, 
1127 Wilshire Blvd. 





MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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annual meeting in Chicago 


AHLMA 


Harry Holbrook, 
director of NPA’s consumer durable goods division 
and Frigidaire’s F. M. Mitchell held a similar post when NPA was WPB. Upton is a former 
president and Mitchell has been elected president of the group for 


THREE APPLIANCE MEN whose careers bear some striking similarities pose during AHLMA’s 
was formerly with Norge but is now 
of Whirlpool 


right, 


Both Louis C. Upton, left, 


AHLMA’s Problems: 


Controls, Shortages 


1952 


association. 
Furniture Institute. 


AN OFFICIAL WELCOME to the AHLMA is extended to John J. 
Reinecke, right, new executive secretary, by George P. Castner, general 
and immediate past president of the 
Reinecke was formerly an official of the Wood Office 


manager of Beam Mfg. Co., 





and Selling 


Annual meeting in Chicago concerns itself principally with governmental and manufactur- 


ing problems but members find time to approve plans for promotion and sales training. 


The attention of the members of 
the American Home Laundry Mfrs. 
Agsn. is still almost entirely devoted 


t@ manufacturing 
difficulties. This was obvious to even 
a casual observer as the laundry 
makers assembled in Chicago January 


and government 


5 for their annual meeting. 
Despite their preoccupation with 


these problems, association members 
did find time to consider promotion 
plans on specific appliances and to 
ipprove a study of basic sales train 
ing practices 

Shortages. It looks is if steel 
will no longer be the controlling fac 
tor in limiting production, retiring 
president George P. Castner told the 
group. This year, restrictions on alu 
minum and copper will be of major 
importance and production only up to 


now 


50 percent of the base period can 
be expected 

Verification of thi ime from 
Harry J. Holbrook, formerly with 
Norge and now director of the con 
sumer durable goods division of 
NPA. He warned that “the outlook 


for the second quarter is very dark in- 
deed.” He pointed out that nickel 
stood at the top of the scarcity list 
and added that he was unable to offer 
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any encouragement on increased sup- 
plies of copper. Aluminum produc- 
tion, however, is expected to rise by 
the end of the year. 

“Whether the allotments you re- 
ceive will be enough to provide a 
production rate sufficient to enable 
you to break even financially is a ques- 
tion bothering all industry today,” 
Holbrook continued. “It can be met 
only by getting enough military orders 
into your plant to take up the slack 
ind carry your overhead.” 

The NPA official said that the gov- 
ernment’s goal in 1952 was to provide 
enough materials to allow production 
of enough home laundry appliances 
“to meet the most pressing needs of 
the public ‘ 

Blackstone’s John Wicht, a mem 
ber of the industry group contacting 


Washington authorities, told the 
meeting that segregation of repair 
parts would result in better treat- 


ment from Washington. 

Members expressed concern that 
small companies have been unable to 
follow the example of larger firms in 
transferring their material allocations 
from one product to another. 

Plans For the Year. 
ports made during the meeting indi- 





Committee re- 


cate that the group has embarked on 
a widely varied program of activities 
despite the certainty of lower sales 
under reduced metals allocations. 

Walter K. Voss, chairman of the 
group’s conventional washer division, 
predicted a new era of promotion ac- 
tivity on that product and announced 
that a special committee would study 
promotion plans. 

The study of basic sales training 
practices has been planned for the 
industry as a whole. It was proposed 
by Westinghouse’s Richard J. Sargent, 
chairman of the group’s automatic 
washer division. A similar study aimed 
at formulating an educational program 
for service personnel was urged by 
Paul Welchans of Thor, chairman of 
the parts and service committee. 

Ray G. Halvorsen, chairman of the 
dryer committee and general sales 
manager for Hamilton Mfg. Co., pre- 
dicted that sales of dryers would reach 
the 10-million mark in the next ten 
years if the materials situation per- 
mits. He warned, however, that be- 
cause of the dryer’s rapid growth in the 
past 18 months, “the base period is 
not at all representative of the indus- 
try’s need for critical materials.” 

Plans for continued promotion of 
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TV films publicizing ironers were 
outlined by Joseph Groshans, chair- 
man of the ironer committee and gen- 
eral sales manager of the Simplex Di- 
vision of Speed Queen Corp. 

Easy’s Philip P. Glassey reported 
that improvement in synthetic deter- 
gents, together with changes in ap- 
pliance design and materials used for 
some parts were steadily lessening 
the original problems. 

Easy’s Spencer H. Lewis outlined 
a proposed advertising and sales cam- 
paign for the Cuban market. 

AHLMA members were warned that 
drastic increases in freight rates will 
become effective February 1. 

New Officers. Frigidaire’s Frederick 
M. Mitchell was elected president of 
the group with Raymond J. Hurley of 
Thor as first vice-president, Lloyd I. 
Sweetland of Hotpoint as second vice- 
president, W. R. Dabney of Ironrite 
as third vice-president and Howell G. 
Evans of Hamilton as treasurer. 

Named to the executive board were 
F. W. McGrath (Appliance Mfg. 
Co.), Reg P. James (Speed Queen), 
Sargent, Elisha Gray (Whirlpool), 
Halvorsen, Parker Ericksen (Bendix), 
M. A. Toussaint (Conlon-Moore) and 
Hal Biddle (Ironrite). 
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LOVELL’s Jacques Schuler, Thor’s J. R. Hurley and George Lamb, legal counsel APEX’s C. G. Frantz, right, holds the attention of Good Housekeeping’s Helen 
for the association, take time out for lunch. Kendall, and Apex’s Alex Scott and E. C. Buchanan. 


THREE AGAINST ONE as V. E. Peterson of Norge, R. J. Sargent of Westing- CONVERSATION INTERRUPTED, Charles Bassett of One Minute Washer Co. 
house and John Wicht of Blackstone show skepticism at Castner’s remarks and associate members C. M. Sherill, Terry Craig and E. J. James eye the camera. 


TABLE HOPPER Reg James of Speed Queen shakes SATISFACTION over the progress of the meeting is WHIRLPOOL’s P. E. Geldhof, 
hands with Joe Groshans, general sales manager for evident on the faces of E. L. Farquharson of Universal 
Speed Queen‘s Simplex ironer division and Easy’s Gus Burns. Madson of Chamberlain listen. 


standing, settles a 
point with his company’s ‘Robert Mitchell as E. H. 
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VCMA: New Officers 


e & x Walter Dietz, head of Electrolux 

e Corp., has been elected president of 

in ec ric ron prices the Vacuum Cleaner Mfrs. Assn. 

Named to executive posts with him 

were W. E. Slabaugh, Jr., (Westing- 

H MH > | house), vice-president; and J. J. 

re uce or mi -win er promo ons Downs (Clements Mfg. Co.) and 
bd Oscar Mansager (Hoover) as members 


of the executive board. C. G. Frantz 
of Apex is beginning his thirty-third 


year as secretary-treasurer of the 
12 95 group. 

$ In a statement issued with the 
TO announcement of his election, Dietz 
warned that production of household 
FOR A LIMITED TIME ONLY! cleaners in 1952 would be governed 
largely by the amount of material 

available for manufacture. 

In his election statement, Frantz 
pointed out that “too manv home 
makers” are unaware of the factor of 
obsolesence in the cleaners they are 
using, bringing about an approximate 
uniformity in vearlv sales totals since 
World War II. As a result, he con 
tinues, the market “is not being 
worked to anything like saturation. 
Ihe problem seems to be one of 
acquainting the homemaker with the 
facts of life so that these earlv cleaners 
may be quickly retired. I believe this 
trend in selling will become more 
evident in the near future and eventu- 
ally will bring considerable improve 
ment in industry volume.” 


Were *11.95 to *14.95 








Utility Ad Awards 


Names of 174 winners in the 1952 

“Better Copy Contest” of the Public 

se SE) Te ad sh Utilities Advertising Assn. will be an- 

New Model 2100-8, with streamlined, jet black plastic handle and dial $9.95 ° nounced at the group’s annual con- 
z . vention in Minneapolis in early May. 

“3 Open to all business-managed electric, 

eee and still guaranteed 5 full years! ‘ Ps. and transportation canbe and 
their agencies, the contest is the old- 


TO SPARK POST-HOLIDAY APPLIANCE SALES! est continuously-held competition of 


Here’s real, solid help from Arvin Shock your customers into ac- anv kind conducted by the advertising 


to lift your appliance sales out of tion with the news that these are | profession. ‘ 

the after-Christmas doldrums! For the same light-weight, time-sav- | his year’s contest offers oppor- 
a limited time only, Arvin Electric _ ing, 5-year-guaranteed Arvin Irons , tunities to compete in any or all of 
Iron prices are reduced —so sharply they’ve seen nationally advertised f 22 different classifications covering 
down that you can build a whiz- at much higher prices! Four gleam- * ' practically the entire field of utility 
bang of a mid-winter promotion ing beauties—four sensational low Model 2300, (Dual Control with advertising. 


- : 
around them! prices! Act now! Magic Watchman) $12.95 


ORDER NOW! THESE PRICES ARE FOR A LIMITED TIME ONLY! 
Cash For Ideas 


All prices subject to chonge in i Winners in six of ten divisions of 
a sales booster contest sponsored by 
B d d ji Chicago’s Electric Assn. have been 
ran new custom mo e announced. Each winner will receive 
e ° $100 for the best promotion idea sub- 

Arvin Lectric Cook mitted on a specific product. 
No winners were named in the re- 
Latest streamlined, dreamlined model of the famous grill- frigerator-freezer, _ dishwasher-garbage 
disposer, electric blanket and electric 
water heater divisions of the contest 
since none of the entries was con- 
sidered adaptable for a long-range 

association program. 


- signal 
light. Beautifully finished. The perfect . The winners, and their winning 
Complete with waffle grids, ideas, include: 
$ 95 Electric housewares: Charles 


with grids. 3500 Arvin Lectric Cook, complete Thompson of Graybar—a _ three- 
peak price-leader wheeled “‘select-o-gift” giveaway. 
: st ge nde Electric ranges: Vern J. Hedstrom 


Bloctric Housewares Division of Commonwealth Edison—sugges- 

tions for promotion of electric ranges 

ARVIN INDUSTRIES ’ INC. * COLUMB U S, INDIANA through the Electric Cooking Insti- 
tute. 

Electric laundry equipment (drver): 





PAGE 108 FEBRUARY, 1952—ELECTRICAL MERCHANDISING 





MILLIONS OF TIME BUYERS have 


already financed home appliances, automobiles, etc. with 
CommerciAL Crepit. These same people represent the 
average appliance buyer . . . they want credit, they 
expect credit, they need credit to buy. With the 
CommerciaAL Crepir PLAN you are offering “brand 
name’”’ financing that is already preferred by customers 
and dealers alike. 


More appliance dealers use 
Commercial Credit financing 


than any other national plan 


Wholesale Financing 

Fast Credit Approval 

life Insurance Protection 
Property insurance Protection 
Automatic Sales Follow-up 
Tested Collection Service 
Builds Customer Good Will 
Nationwide Facilities 


FLOORSTOCKS HELP BOOST SALES—COMMERCIAL 


Crepit offers dealers a complete financing 
package . . . from wholesale plan down to the 


Enables 


dealers to keep shelves and showrooms well- 


smallest details of retail financing. 


stocked with new sales producing merchandise 
. eliminates the necessity for tying up needed 
capital in inventories or instalment sales. 


INSURANCE PROTECTS CUSTOMERS—Appliances 
sold under the Commerciat Crepit Pian are 
automatically insured. Property Insurance cov- 
erage protects customers in event of loss of, or 
damage to, merchandise as outlined in policy. 
Life Insurance coverage cancels the unpaid 
balance due in event of purchaser’s death. 


ASK YOUR DISTRIBUTOR for a copy of this inter- 
esting book. See how the CommerciaL Crepit 
Pan can help you . . . why many dealers have 
come to depend on Commerciat Creprr for 
financing as usual regardless of the times, 


COMMERCIAL CREDIT CORPORATION 


A Subsidiary of Commercial Credit Company, Baltimore ... Capital and Surplus 
over $120,000,000 ... offices in principal cities of the United States and Canada. 
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Western Division 


MR. LEON BORNSTEIN 


Lee Distributing Co. 
820 West Ash St. 


San Diego 1, California 


MR. C. T. NYSTROM 
Kierulff & Company 
820 W. Olympic Blvd 


Los Angeles 15, California 


IN A NEW SERIES 





SALOF istributors 


Get Acquainted With Your S707 Distributor Executives! 


When it comes to getting the right answer to prob- 
lems concerning modern appliance selling, who's the 
right man to go to? Your Thor distributor! 


You can always count on the help of your Thor dis- 
tributor. For merchandising help that moves merchan- 
dise. For ideas that pull traffic into your front door— 
and push washers out your back door! For sure-fire 


Midwestern Division 


MR. ROGER PENICK 
Covington Distributing Co. 
34 N. Hamilton St. 
Houston 2, Texas 


800 S. Peters St 


MR. CHARLES REW, JR. 
Alabama Appliance Company 
First Avenue North & 13th St. 
Birmingham 3, Alabama 


Modern Appl. Distributors, Inc. 
15-21 E. Grand 
Oklahoma City, Oklahoma 


Southern Division 


MR. A. G. RIDDICK 
C. T. Patterson Co. 


New Orleans 7, Louisiana 


advertising and selling aid—call on your Thor distribu- 
tor often! 


Facing you below are more of the Thor distributors 
who serve Thor dealers in 5 different territorial divi- 
sions. You'll profit by knowing your Thor distributor 
better. Have a chat with him today! 


Central Division 


MR. ROLAND J. WUERL 
Electro-Pliance Distributors 
2458 W. Lisbon Avenue 


25 High St. 
Milwaukee 5, Wisconsin 


MR. F. H. SCOFIELD 

Walker Electric Supply Co., Inc. 
126-130 South Third St. 

Terre Haute, Indiana 
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Eastern Division 


MR. JOHN YOUNG 
Joseph Strauss Company, Inc. 


Buffalo, New York 


MR. V. RICHARD CROOKS 
Scranton Electric Constr. Co, 
625 Connell Bidg. 

Scranton 2, Pennsylvania 


FREG. 4 Ss. PAT. OFF. 
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are the best in America! 


Profit With the Help of Your «#2027 Distributor’s Salesman! 





What's the latest and hottest selling idea in How’s he doin’? Your Thor salesman likes to 
washers? If anyone would know—your Thor dis- have you check up on how well he keeps you in- 


tributor’s salesman wé#ll. And he loves to hand formed of the latest trends in selling. Test him next 
ideas out to Thor dealers—he loves to work with time he calls. Using the quiz shown below, give 
you in building up your washer volume—no mat- him a score of 50 points for each correct answer. 
ter how tough the competition in your locality! If he doesn’t hit 100, we'll give you a beautiful 
Spend a few minutes with him every week—for new Pfleuger Reel to begin the 1952 fishing sea- 
tested ideas that make customers spend! son! FREE! Please use coupon below. 


Try This Quiz on Your #2o-7~ Distributor’s Salesman 
Win a Beautiful New Pfleuger Reel! 


ieee 


QUESTION SCORE 
1. What is the Thor Promotion for February? 


\997999.97 == \; 
die 7/7 2. What are the 10 features that make Thor Wringer 
me Washers the best on the market? LI 












M. R. WILSON, General Sales Manager 
Thor Corporation, Chicago 50, Illinois 


I'M GOING FISHING! SEND ME THE NEW 
PFLEUGER REEL I WON! 









I’m sure that your Thor salesman will scoré 100% on 
the above quiz—but good luck to you! And you'll al- 
ways have good selling luck when you depend on your 
Thor salesman for traffic-building and selling ideas! 
He will welcome a test of his knowledge of the latest 
selling news from Thor. Test him with this quiz when 
he calls! 














My Name 





Firm Name 





Street 









M. R. (BoB) WILSON 
General Sales Manager 


Shor CORPORATION, Chicago 50, Illinois 


i, SSA RAE RNS ery 











My Thor distributor’s salesman’s name is 
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In Chicago, 


it takes 2 to complete your campaign 


BECAUSE .. . Chicago has outgrown the 
power of any single daily newspaper to 
reach even half of your city and sub- 
urban prospects.* 

Today it takes two daily newspapers 
to reach a majority of the market—and 
for MOST net unduplicated coverage, one 
of your two MusT be The Chicago SUN- 
TIMES! 


* See your copy of the independent Publication 
Research Service study, “Chicago Daily News- 
paper Coverage and Duplication, 1951,” or 
write us for details. 


Sui me 
Ti 
es 


THE ng 5 


hsPare, CHICAGO 


mzuner! SUN-TIMES 


CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


211 W. Wacker Drive, Chicago 6 250 Park Avenue, New York 17 


Total Circulati 





586,970A ge Net Paid Daily (ABC Publisher's Statement for 6 mos. ending 9/30/51) 
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Robert Ligare, Chicago Lighting 
Institute—suggestions for a slogan, an 
exhibit for stores and a_ trade-in 
allowance for clothes pins and clothes 
lines. 

Radio-TV: John Emerson, formerly 
of Zenith—suggestions for TV studio 
parties to be sponsored by dealers for 
iard-to-close T'V prospects. 

Adequate Wiring: Grace E. Keyes 
of Commonwealth Edison—sugges- 
tion that a given price range be 
quoted for addition of electric circuits. 

Industrial-Commercial Electrical 
Modernization: William Dexter of 
G E-—an outline for a comprehensive 
advertising campaign. 


Water Systems in May 


The National Assn. of Domestic 
and Farm Pump Mfrs. has once again 
set May as “national water systems 
month”. This year’s campaign will 
be built around the slogan “Better 
Living—Better Health—Better Produc- 
tion” through farm water systems of 
adequate capacity. ; 

Increasing food production to fill 
a critical world need while, at the 
same time, upping the standards of 
living in the nation’s farm area is 
the aim of the special month, accord- 
ing to Herbert C. Angster, executive 
secretary and director of the spon- 
soring group. 


ACRMA: New Section 


A home air conditioner section has 
been authorized and is now being 
organized by the Air Conditioning 
and Refrigerating Machinery Assn. 
The new group will be under the 
chairmanship of Servel’s J. A. Gil- 
breath and will be a part of the 
ACRMA self-contained air condi- 


tioner section. 


City by City 

Philadelphia. Emery W. Loomis has 
been re-elected president of the Elec- 
trical Assn. of Philadelphia. Other 
officers include J. B. Harris, Jr., vice- 
president; Philip H. Ward, Jr., treas- 
urer; and Robert J. Moran, secretary. 


Toronto. Officers of the ‘Toronto 
Assn. of Radio and Appliance Dealers 
for 1952 include Jack Hollows, presi- 
dent, Harry Say, treasurer, and H. 
Foster, H. Graham, A. Ogg, Ken 
Wood,, T. Humphries, O. Collins, J. 
Babcock and L. G. McKee, directors. 


New Orleans. Walter J. Barnes has 
been elected president of the Elec- 
trical Assn. of New Orleans, Inc. 
Other officers include J. R. Guidroz, 
executive vice-president; James N. 
Roos, Hicks L. Young, Edward M. 
Brignac, Joseph M. Supple and Al 
La Biche, vice-presidents; W. E. 
Clement, publicity director; Eugene 
H. Mowen, secretary; and I. W. 
Tufts, treasurer. 

Albert La Biche has been elected 
president of the New Orleans Radio 
and ‘Television Assn. Robert J. 
Magoni was named first vice-president 
with Bob Schumert as second vice- 
president. Wes Massey is secretary 
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and Stanley Reinherz is _ treasurer. 


Spokane. The inactivation of the 
Inland Empire Electrical Dealers 
Assn. has been authorized by the 
board of governors and members of 
the group as a preparatory step to or- 
ganizing the Inland Empire Electrical 
League. Members of IEEDA’s board 
of governors decided some time ago 
that new problems facing the industry 
and the cultivation of the market and 
distribution of physically larger num- 
bers of products could be approached 
more effectively through a group with 
a broader front. ‘The new league will 
consolidate thé activities of mutual 
interest to all wholesalers, manufac- 
turers, utilities, dealers, contractors, 
repair shops and industry allies. 


Omaha. Ernie Olsen has been elected 
distributor chairman by distributor 
members of the Nebraska-Iowa Elec- 
trical Council. 

Jim Hustad has been elected chair- 
man of the television service division 
of NIEC. Bernie Hansen is vice- 
chairman. 


Cleveland. Sanford Leff, George 
Stearns and Neil Hansen won defense 
bonds in a recent housewares window 
display contest conducted by the 
Electric League of Cleveland. Hansen 
won $100 for the best window; a 
similar prize went to Stearns for nomi- 
nating the winner. Leff received a 
$50 bond as the distributor serving 
the winning dealer. 


Another City Heard From! 


BENDIX 


Automatic Washers 


LEAD IN 
NASHVILLE 


almost one 
out of 
three sold 


The proof rolls in! In city 
after city, market after 
market, surveys show Bendix 
Washers leading the field by 
tremendous margins. Bendix 
not only commands a lion’s 
share of the market... but 
also frequently sells as 

much as the next several 
brands combined! 


BENDIX HOME APPLIANCES - Division 
Avco Manufacturing Corp., South Bend, ind. 
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What's 
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JOHN WOOD | 
Alitomate Elotiue | 


WATER HEATER 


sot that no other heaters got 
7 


€ 
MORE PROFIT FOR YOU — the hardest hitting, concen- 
trated . . . localized . . . personalized merchandising 
plan in the business. A tested cooperative plan that 
makes sales right in your own back yard, plus strong 
National Advertising — that’s what John Wood Auto- 
matic Electric Water Heater's got! 


John Wood Automatic Electric Water Heater is a 
product engineered for peak performance and built to 
last for years ... a fine product — competitively priced 
and vigorously supported by a protective policy that's 

“~~, known, respected, and talked about when- 





oe 
’ 











ever dealers get together. 


What's John Wood Automatic Electric 
Water Heater got for YOU — See your John 
Wood salesman or write today. 


JOHN Woop 


Jilomalie Elecite WATER HEATERS 


JOHN WOOD COMPANY 
Heater and Tank Division 
Conshohocken, Pa. + Chicago, Ill. 
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ut ALL of 


Since so many advertising men are located in 
New York and Chicago it is often assumed 
that 34th Street and State Street are typical 
shopping centers. 


ELECTRICAL MERCHANDISING’S circulation 
doesn’t miss these important areas—it is read 
regularly in the country’s biggest department 
stores. But ELEcTRICAL MERCHANDISING, the 
trade magazine bought by appliance-radio- 
TV dealers, also reaches every corner of the 
country. Each year nearly every village, town 


SERVING THE APPLIANCE-RADIO-TV INDUSTRY 
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Armonia shown, 


and city in the country is visited by one of the 
150 McGraw-Hill subscription salesmen. This 
is in addition to mail subscription efforts which 
reach every prospective dealer reader who sells 
appliances and radio-TV sets. 


These circulation efforts spell dividends to ad- 
vertisers because ELEcTRICAL MERCHANDIS- 
ING’s circulation parallels the nation’s buying 
power .. . it isn’t squeezed into the large metro- 
politan areas. 57% of its subscribers are in 
cities and towns of less than 25,000. This spells 


6 ELEGHICAL: 
MERCHANDISING 


BALANCE for your trade advertising efforts. 
During the 1951 appliance-radio-TV sales 
slump the big cities had price wars but the more 
remote areas carried on almost as before . . . il- 
lustrating the desirability of balanced coverage. 


Place your national advertising message in the 
industry’s Best Seller . . . a truly national trade 
publication which reaches leading appliance- 
radio-TV dealers and distributors everywhere. 
It’s the trade publication labelled by dealers 
as “Most Useful.” 


A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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Compare the Air-Flight line with other air 
circulators. Notice its streamlined styling, the 
aerodynamig design, feel the greater volume 
of cooling aitthat a Welch air circulator pro- 
vides. It’s easy to see, why Air-Flight is the 
best-selling, most-wanted air circulator line on 
the market. Air-Flight has, “customer-appeal”— 
it provides lasting satisfaction that keeps cus- 
tomers coming hack. If it's.profits you want; 
it’s Air-Flight you want, See. your Air-Flight 
distributor, or write us for full facts today. 


MODEL 12 
MODEL 11 


A BIG PROFIT BUILDER 


This year there’s plenty of merchandising support to back up 
dealer promotions, More displays — newspaper mats —direct 
mail all tied together into an effective promotional. program, to 
‘ bring more Air-Flight customers into your store. Make sure ‘you 
mous . get-your share of this profitable Air-Flight business=see your 
distributor today — or write us for the full story. 
SEE THIS —— 


**ALL-PURPOSE” 
FAN 





A 


“Beat- Y 
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= Caliendo 
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C/RCULATORS 


WELCH 


W. W. WELCH COMPANY CINCINNATI 2, OHIO 


CANADA 


The Ink Is Red 


Appliance manufacturers who think 
things are tough on this side of the 
Canadian border should take a look 
at their brethren to the north. 

Testimony before a parliamentary 
committee on resale price mainten- 
ance indicates that some Canadian 
appliance manufacturers have been 
taking substantial losses on their 
products for some time. 

The financial statements offered 
during the hearing did not identify 
specific firms. They showed one firm 
had been making only $3 on a par- 
ticular range before the last tax in- 
crease and that the company was now 
taking a loss of $43 because reduced 
sales volume had combined with 
higher material and labor prices to 
force operations into the red. The 
same firm reported losses of 33 per- 
cent on apartment-size ranges, 28 
percent on washers, 33 percent on 
irons and about 25 percent on refrig- 
erators. A second firm reported a net 
profit of only $1.74 on its six-cubic 
foot refrigerator and a $2.48 loss on 
its four-burner ranges. 

Asked why manufacturers did not 
raise prices to cover costs, one execu- 
tive replied that such an increase 
would price his product completely 
out of the market, and his capital 
investment, plant and materials on 
hand would be useless. He agreed it 
was “just about a question of how 
to go broke.” but added: “We are 
always hoping for tomorrow and a 
reversal.” 

He pointed out that profits on 
electrical supplies and equipment al- 
lowed some companies to continue 
appliance production—even at a loss. 


No Fair Trade 


Retail price maintenance (better 
known as “fair trade” in the United 
States) has been ruled out in Canada 
after a bitter fight in the Canadian 
Parliament at Ottawa. The new legis- 
lation, which went into effect on 
December 31, means that wholesalers, 
jobbers and retailers will be free to 
sell goods at whatever prices they 
choose, regardless of any advice 
from the manufacturer. Only maxi- 
mum prices can be set by the manu- 
facturer. 

The legislation makes it illegal for 
any manufacturer to enforce any 
schedule of resale prices for his prod- 
ucts. Manufacturers will still be able 
to suggest the prices at which goods 
should be sold at retail, but they will 
be liable to criminal proceedings if 
they try to enforce their list prices by 
denying further. supplies or other 
sanctions. 

The legislation “against retail price 
maintenance is not expected to start 
any chaotic price wars. Should it 
bring about an unstable pricing situa- 
tion through too great use of loss 
leaders, the government intends to 
put price stabilizing legislation into 
effect. 
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1F YOU'RE LOOKING FOR NEW PROMOTIONAL ITEMS—HERE'S THE BEST 


Worlds Lowest Price Tape Recorder 


AT 


M19’ 


Complete 


COSTS YOU 


THREE 
UNITS 
SLIGHTLY 
HIGHER 


Gives You 40% Markup! 


@ Put this new low cost tape recorder on your counter 
— you'll be mighty pleased how easily it sells. Let your 
customers work it themselves. Once they see how sim- 
ply it operates—how much real fun it is—all you need 
do is suggest a few uses and you've made a sale! 
Parents want it for keeping baby’s voice, recording 
family events, party fun, music—professional folks use 
it for record keeping, dictation, training employees 
and students. Everyone in town is a potential prospect 
for this new self-seller. 


— 
j AMPRO CORPORATION EM-1-52 i 
{ 2835 N. Western Ave., Chicago 18, lil. 

7 


a I am interested in complete information on a franchise for the ! 
yd orporation new AMPRO Tape Recorder. I am a ( ) Dealer ( ) Distributor. I 
2835 N. Western Ave., Chicago 18, Ill. AMPRO 
(General Precision Equipment Corporation Subsidiary) 
8mm Cameras and Projectors ¢ l6mm Sound-on-film 


Slide Projectors ¢ Tape Recorders ; | 
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FEATURE THE FRI-WELL 
FOR FASTER TURNOVER 


“pk ert cet 


FASTEST SELLING DEEP-FRYER! 


DORMEYER 


PAGE 


“* 
Th 


pwn’ 


GET ON THE BANDWAGON 


with America’s 


F-Well Seliing Points for Gow / 


* Famous “Signaling Chef” ther- 
mostat automatically assures right 
cooking temperature for perfect re- 
sults every time 
Higher Wattage for quicker heat 
ing and quicker heat recovery —an 
absolute essential for best deep-fry 
ing results. 

* Monotube Heating through three 
sides for quicker, cooler cooking . . 
even browning. 
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*® Larger Capacity—deep-fries six 
portions at once. No scorching or 
burning. Excess food particles settle in 
special ’Cold-Well” for easy removal. 
More Economical—the Fri-Well 
uses only three pounds of shortening 
which is re-usable many times 
Guaranteed — ful! year guarantee, 
backed by the famous Dormeyer 
Service Stations for your customers’ 
complete protection. 
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TV: Cautious Crystal Ball 


Manufacturers, well 


after 1951’s healthy start, 


their predictions of what's 


TV manufacturers early last month 
took a careful look into their crystal 
balls and came up with a conservative 
set of predictions for the coming year. 

Manufacturers discussed varying as- 
pects of the TV trade, but common 
to almost all of their statements were 
predictions on set output for the com- 
ing year. These ranged from 3.5 to 
five million sets (as compared with 
an informal manufacturer’s consensus 
of 4.4 million compiled last month 
by RTMA). 

Briefly, here’s the way TV men 
look at the coming year: 

Dr. W. R. G. Baker of G-E: De 
mand in 1952 will be about the same 
as in 1951 since few new transmitters 
will get on the air before the end of 
the year. He called attention to 
NPA’s estimates of 1951 production 
of between 3.5 and four million sets. 

Richard A. Graver of Admiral: 
Barring all-out war or further restric- 
tions, Graver expects 1952 produc 
tion to equal the 1951 total. 

Dr. Allen B. Du Mont: TV pro 
duction will drop back to about 
four million units in 1952 because 
of the defense effort. Du Mont called 
attention to the impact he believes 
that television will exert this vear on 
the national elections. 

John S. Meck of Scott Radio Lab- 
oratories: Barring further material cuts, 
the monthly rate of 400,000 sets 
should continue into 1952, Meck 
feels. 

Frank Folsom of RCA: Sharply in 


Sylvania Wins NATESA Award 


aware of what happened 


are more conservative in 
ahead in 1952 


creased military deliveries will lower 
production somewhat, with the in- 
dustry probably turning out between 
four and 4.5 million sets. 

Glen McDaniel of RTMA: Four 
important developments should oc- 
cur during the following year, Mc- 
Daniel said. ‘They include: (1) the 
lifting of the freeze; (2) the debut 
of UHF service; (3) continued de- 
velopment of color TV but its elim- 
ination as a market factor; (4) mili- 
tary electronic production reaching a 
peak in the first quarter and maintain- 
ing that level through the year. 

Leonard Ashbach of Majestic Radio 
& ‘T'V: Striking a different note, Ash- 
bach predicted that manufacturers 
will still have to “‘beat the bushes” 
for customers in 1952. 


Admiral: Still Shopping 


Admiral Corp. isn’t going to buy 
out Borg-Warner’s Norge division but 
the Chicago television firm is still 
eyeing the appliance market. In a 
vear-end statement, _ vice-president 
Richard A. Graver revealed that the 
firm’s research staff is working on de- 
velopment of new products which 
eventually “will give Admiral a more 
complete line of home appliances.” 

The negotiations for the purchase 
of the Norge line (reported in the 
January issue of EM) were dropped 
after the two firms were unable te 
reach an agreement. 





THE FIRST ANNUAL “‘friends of service management’ award sponsored by the 
National Alliance of Television and Electronic Service Assn.’s was awarded to 
Sylvania Electric Products, Inc. in December. NATESA president Frank J. Moch, 
left, presents the award to Don G. Mitchell, Sylvania president. Looking on are 
Sylvania vice-president B. K. Wickstrum, Terry P. Cunningham, director of adver- 
tising and sales promotion for Sylvania, and Russell G. Cummings of Boston, 
eastern vice-president of NATESA. 
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American Way Winners 


$10,000 CHECKS go to Mrs. Charles W. Waddell of Hamilton, Mont., and the 
Rev. W. C. Stearns of Hamilton’s Federated Baptist Methodist church as winners 
in Crosley’s ‘‘American Way of Life’’ contest. Crosley awarded approximately 
$500,000 to charities and churches designated by winners in local and national 


contests. 
Inc., Spokane, Wash. 


Censored: TV Ads 


In cooperation with the city’s Bet- 
ter Business Bureau, the Milwaukee 
Journal has set up a code of censor- 
ship for television and radio adver- 
tising. Some of the highlights of its 
rules are as follows: 

1. “No down payment” and sim- 
ilar expressions are unacceptable. 

2. Flat trade-in offers are unaccept- 

able. ‘Trade-in offers are only accept- 
able when they are clearly related to 
a particular item and when the current 
list price and net cost are shown. 
3. At least temporarily, advertised 
prices must express in dollars the 
amount of warranty, service or tax 
charges to be required. 

4. Price comparatives. The expres- 
sion “regularly” shall not be used 
unless it pertains to an item of the 
latest current manufacture, and un- 
less advertiser has been selling the 
item at that price within the last 
several weeks. It should not be used 
unless it is the price generally pre- 
vailing for the item. 

5. “Down payments.” With full ex- 
planation of conditions, advertisers 
may point out that trade-in items may 
be equal or exceed required down 
payment. On items under $50 “no 
down payment” may be used if prop- 
erly explained and such items are ac- 
curately segregated from other units 

6. Copy referring to color facilities 
must carry the following statement 

“No set referred to in this advertise- 
ment will receive TV programs in 
color without the addition of special 
equipment at extra cost.” 

What the Journal does not like are: 

1. Heavily displayed, broad state- 
ment headlines, qualified by semi- 
hidden, small-type phrases. 

2. Illustrations of items unrelated 
to displayed price items. 


ELECTRICAL MERCHANDISING—FEBRUARY, 


Presenting the top prizes is Bart Kelly, president of General Distributors, 


3. Layout devices which confuse 
a featured low-price unit with other 
more expensive items. 

4. Unwarranted promotion of 
lightly stocked merchandise. 

5. Sales terms and prices neither 
clear nor complete. 

6. Failure to identify obsolete, dis- 
continued or used models. 

7. ‘Contest’ plans of questionable 
merit. 

8. Unwarranted display of free or 
combination offers of only minor im- 
portance. 

9. General ‘borax’ appeal of heavy 
type and reverse plates. 

10. References to color facilities in 
present TV sets. 


Praise for Lewyt 


The Lewyt vacuum Cleaner has 
been selected as the most successfully 
advertised and merchandised product 
of the post-war era by E. B. Weiss, 
writer of the column “It Strikes Me” 
in Printer’s Ink. 

Weiss praised Lewyt ad copy for 
featuring the specific merits of the 
product and “pounding away at a 
true copy mainspring, ‘No Dust Bag 
to Empty’.” He praised Lewyt’s 
merchandising efforts for “creating 
traffic” and developing demonstrators 
and demonstration scripts which al- 
lowed relatively untrained attendants 
to put on an adequate demonstration. 


Political Ads 


A good share of the nationwide radio 
and television coverage of the 1952 
political conventions and campaigns 
will be sponsored by firms within the 
appliance-radio-television industry. 

Westinghouse has assumed spon- 
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PUSH DORMEYER’S 
FAMOUS FOOD GRINDER 


SELL MORE MIXERS with this 
Feature Sales Point 
der! 
Juicer! 


Maer! 


DORMEYER MEAL-MAKER 


DORMEYER 
BLENDER 


DORMEYER TOASTMAKER 


RMEYER 




























sorship of CBS’ coverage of the con- 


vention and of a 13-week non-partisan 

D “get out the vote” campaign. And 
D Philco Corp. will underwrite NBC’s 
coverage of the Chicago conventions. 


Other networks will also cover the 
convention proceedings but the firms 














Sure signs of big summer business! The NEW, sponsoring their telecasts have not 
IMPROVED BERNS AIR KING products designed to “XS been announced. 

start a sales heat wave in your store. Built for extra £\ Westinghouse’s coverage will begin 
service...styled for added appeal. ..priced <O0 | with the nominating convention, 
for greater value. Four big reasons why the complete v | cover a 13-week period until the night 
BERNS AIR KING line is your assurance of 7 “\ before election (with equal time of- 









profitable selling weather. fered both parties) and conclude with 
an election night telecast. 


First TV Ads 


A stepped up merchandising pro- 
gram which will include the com- 
pany’s entry into television advertis- 
ing has been announced by the 
po United States Air Conditioning sie 9 
i? ‘wy , for its 1952 window-type air con 
Z| tioners. The program will be con- 
centrated in the major metropolitan 
areas in the eastern half of the coun- 
try and a few other selected sections 
because of production limitations. 
Designed for use on the local level 
because of this limited distribution, 
the promotional plan includes the use 
of radio, newspaper and direct mail 
as well as TV advertising. 
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Sylvania: Ad Plans 


Sylvania’s radio and television di- 
vision last month completed a series 
of four regional distributor meetings 
at which sales plans for the year were 
discussed. 

Among topics discussed were the 
vear’s advertising campaign. General 


or ” \ y ; sales manager John McDonough said 


that the Sammy Kave radio show and 
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rising Profit opportunities 



















DRI-AIRE FAN-MOBILE personal appearance tour and the Syl- 
Electric Dehumidifier powerful—portable—all-purpose vania television awards would be con- 
The dehumidifier market is growing! Now you can offer The one fan that does practically everything—helps you tinued, complementing ads in maga- 
typical BERNS AIR KING quality le and value in a sell prospect! Can be moved from room to room ; " F 
aye to 10, . ventilates an entire average home or apartment . zines and Sunday supplements. 
requires only 13°x13" of space. exhaust or intake. Adjustable in height, 3-speed oper: 
moves 2 to 3.gajs. of water every 24 hours. Permanently tion, 16 inch blade and more efficien efficient Ventura devlan. 











hermetica!! - Handso. 1 finish and ener 
> ——— depenamrrenst ven wane canta rm $74.95 





Promotion Briefs 


@A three-city sales promotion test 
on FM radio got under way last 
month when a local campaign was 
begun in North Carolina under the 
supervision of the Radio-Television 
Mfrs. Assn. and the National Assn. 
of Radio and Television Broadcasters. 
The second phase of the campaign 
begins in Wisconsin this month and 
the final section will get underway in 
Washington on March 1. 

@A series of 12 institutional ads 


3 keyed to the theme “In the U.S.A., 
profil prospete the buyer is the boss” has been re- 































































~lltonsesaner WINDOW VENTILATOR BLOWER TYPE FAN BLADE leased by the Brand Names Founda- 
Estremely popular thin model NOW ELECTRICALLY BUILT-IN KITCHEN FAN tion. 
Does a big job of cooling yet can be easily moved a Most improved kitchen fan ever available! Equipped @ Ten thousand tropical orchids were 
room to room. Installs with just 4 screws, adjustable Soe See rraies tats snes aioe tere among the flowers used in decorating 
wl aa outs. Shallow design 3°” deep overall. Adjustable i a Tournament of Roses float for 
ALSO: ORIGINAL BERNG AIR KING MANUALLY " 
mount in ceiling or sidewall. One screw removal of : 7f ] flo: 
REVERSIBL NDOW VENTILATORS that per- Berns Air King Kitchen Fans also available oh rs Philco Corp. The 47-foot ong float 
mit adjustment. any Geaition. Smascges saaaes solt- Automatic, Wall Switch Controlled and Pull Chain 





ing models available in 10°, 12° and 16° sizes. required nearly half a million blooms. 







i 0- list, incl. 
inch anemia “i trom $2755 excise tax @A national promotion of “magic 

dial” thermostats and other Perfex 

Available Through Leading Electrical Wholesalers Everywhere or write for complete catalog to... automatic heating controls has been 





undertaken ‘by Perfex Corp. of Mil- 

M N U FACTU G | M G C 0 fe P waukee. The consumer campaign is 

B E R N S A # spearheaded by a humorous 20-page 
3050 NORTH ROCKWELL STREET, CHICAGO 18, ILLINOIS — se the shape of an animated 
thermostat. 
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Years ahead...to put you dollars ahead! 


The 


SIX MODELS IN FOUR SIZES 
WITH LARGER CAPACITY AT LOWER COST! 


Get set for the spring season—and a record demand by gardening enthu- 
siasts and farmers—with the finest, most beautiful Deepfreeze Home 
Freezers ever built! Six brand new models in four popular sizes: DeLuxe 
models are made in 7, 13, 17, and 23 cu. ft. sizes, and popularly priced 
standard models are made in 7 and 13 cu. ft. sizes. 

Each of the new Deepfreeze Home Freezers offers greater storage space 
at lower cost per cubic foot. Each of them has new convenience features 
that women want and that help you sell. And each of them has superior- 
ities in cabinet construction and freezing unit design for extra-long, 
trouble-free life. 

Deepfreeze has a long and enviable record in building quality Home 
Freezers. Deepfreeze pioneered the Home Freezer Industry years ago, 
and has kept Deepfreeze Home Freezers at the top of the field ever since. 
To you this means customer good will—customer recommendations— 
and increasing sales of other appliances for the home. 

You will also benefit greatly from the tremendous full-page, full-color 
Deepfreeze national advertising campaign now running in the top con- 
sumer magazines. Now, more than ever before, Deepfreeze means dol- 
lars to profit-minded dealers! If you don’t already have a Deepfreeze 
dealership, see your Deepfreeze distributor or write us! 


There’s only one genuine Deepfreeze Home Freezer 


Deepfreeze Home Appliances 


Deepfreeze Appliance Division, Motor Products Corporation, 
North Chicago, Illinois. Makers of genuine Deepfreeze Home Freezers, Refrigerators, 
Electric Ranges and Water Heaters. Specifications subject to change without notice. 
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NEW! THE “MENU-MAKER” 


Four one-pint aluminum containers— 
red, blue, green, and gold—hold entire 
pre-cooked meal or igh-evers. Freeze, 
heat, and serve in the same beautiful 
containers. Exclusive with Deepfreeze. 


NEW! “SILENT SIGNAL” 


White light shows when power is on. 
Red light pose if inside oe Sommers 
ets too high for safety. This Deepfreeze 
eature makes it easier to control tem- 
peratures for proper food preservation. 


EXCLUSIVE “SWEAT-PROOF” 
DESIGN 


Deepfreeze shell-type condenser elimi- 
nates “sweating” or condensation on 
cabinet exterior under any conditions of 
heat and humidity. No cleaning neces- 
sary, as with conventional condensers. 


New Deepfreeze Home Freezers 


NEW! THE “HANDY BASKET” 


Double deck, weg gg hy sket holds 
most-used fi nged side 
for removing foods below without dis- 
turbing those above. Only Deepfreeze 
Home Freezers have it. 


COUNTERBALANCED LID 


Deepfreeze lid opens with a touch, stays 
ae at whatever position you wish, 

rigger-action handle has precision-built 
lock. Bright flood light goes on auto- 
matically when lid is raised. 


HERMETICALLY SEALED 
MECHANISM 
paper freezing unit has many years 
behind it. 
tt is amazingly | trouble- free and has a 
sealed-in, lifetime supply yi = Sinieal 

quiet. 110-120 V., A. €. 60 
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MANY NEW PROSPECTS NOW IN REACH 


~~, 
~ 


a6) Pe WIC | 
i 4 hea 


NA a 
NEW STATION POWER Ae a 
PLUS NEW MOTOROLA ) 
CONCENTRATED POWER CHASSIS 
MEAN BIGGER AND BETTER 
SALES FOR YOU IN 1952 


The new Motorola TV extra reception 

power plus the Area Selector Switch, will 

close more sales for you! Add to this 

sensational power story Motorola TV’s 

other famous features . . . the Acoustinator 

Tone Control, anti-reflection Glare- AREA SELECTOR SWITCH... 


ee Holds sensitivity at necessary minimum for local areas, 
Guard, Electro-Lock Focus, “Golden steps up reception sensitivity for suburban locations and 
Voice” tone .. . and your 1952 turns on maximum sensitivity for distant “fringe” areas. 


TV sales success is assured! 


19 NEW FAST SELLING MODELS...PRICED AS LOW AS$199.95* 
STYLE-SETTING .. . SALES- SPARKING . . . VOLUME - BUILDING 
SEE THE NEW 1952 MODELS AT YOUR DISTRIBUTOR’S TODAY! 


mooe 72 $3QQI5* eee. $9QQI* wen SO AQIS a $2499" 


3-speed phono. screen console. Wainut console. cabinet, 20°’ screen. 


Motorola «ry PROVED MOST DEPENDABLE... 
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7 PROVED MOST YE 


THE PICTURE TELLS THE STORY... 

Dramatic evidence of its performance ability is the 
quality of the picture you see on Motorola TV... 
sharp, steady, clear . . . with the most dependable 
night-after-night operation of any TV! The concen- 
trated skill of a staff of 482 TV engineers has con- 
tributed this great new performance through better 
engineering for a growing TV audience of millions! 

rc} z : *Price includes | year Warranty. Fed. Tox Extra 


Prices slightly higher South and West 
Prices and specifications subject to change without notice 


MODEL 14P2 * MODEL 1717 
Portable, leatherette case; $19995 Plastic cabinet, Most models also available 
14” screen; lid detaches. 17 inch screen. in Limed Ook, slightly higher. 
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Y HURRICANE 


ROTARY POWER MOWERS 


For fast, easy sales and plenty of ‘em, 







introduce your customers to the best 
power mower that money can buy . 

Hurricane! Even the layman can recog- 
nize long-term quality in the trim, 
sturdy lines of these masterfully engi- 
That's why dealers 
everywhere report a 


neered machines 
sales sensation 
when they take on the Hurricane line. 


Give 


arm 








your inventory a “shor in the 
Write today for sales and mer- 


chandising information 










on the fast-moving, big- 
profit Hurricane 








































































Two Models 
Ready for 
Prompt Delivery 








= 






HURRICANE—a powerful, fast-cutting 
mower that's ideal for the suburban lawn. 
Cuts a 20-inch swath through tough weeds 
or high grass. Fan-tip blade prevents wind- 
rows. 











HURRICANE JUNIOR —a compact, lighter 
replica of the big Hurricane that's designed 
for the small city lawn. Perfect for edging 
and trimming around flower beds and walks. 














PARTS AND SERVICE BUSINESS 
ANOTHER SOURCE OF PROFITS 


ENGINEERED FOR 
LONG-LIFE PERFORMANCE 














Because of normal wear and break- i-cycle, 2 h.p ie hy et “ Auto- 
* 7 matic governor ®@ u Oating friction 
age, owners will need replacement drive @ Stay-level handle @ Hard, very 











parts and service. Genuine Hurricane 
parts are always available and each 
mew part is made to fit any Hurri- 
cane ever built. Find out how you 





sharp tempered steel-alloy blade © Special 
safety guard @ Adjustable cutting height @ 
Turning crutch for great maneuverability © 
Hurricane is for those who want the bese, 
not the cheapest 


HURRICANE 


ROTARY POWER MOWERS 
Made by NATIONAL METAL PRODUCTS CO., INC. 
Dept. E-2, 2722 Cherry Street 
Kansas City 8, Mo 


























can feature this aid to new mower 
sales and steady repeat business. 
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NATIONAL METAL PRODUCTS CO., INC. 1 
"ae nt erry Street | 

Kansas City 8, Mo | 
| I need a fast-moving, high-profit item like Hurricane. Rush me full details on selling and | 
| merchandising plan | 
| Co | 
; Address__ 
| Cx | 
! C—O | 
idles dvaeipenteabiugedasaciretnaterenveiyciieaiiocaibsdthiciantiiniainais ebededababiadses snmaiaiedemiotianisaieti ro 






| MARKETING 
Shop While You Wash 






















BABY IN ONE BASKET and laundry in another, this Beloit, Wis., housewife takes 


full advantage of a new Piggly-Wiggly supermarket in her community. 


The 


store combines supermarket facilities with a Westinghouse self-service laundry. 


Waiting to Buy 


Families living in non-T'V areas will 
buy sets more rapidly than their 
counterparts in present TV markets 
once the freeze has been lifted. ‘That's 
the conclusion of a survey conducted 
recently by Scott Radio Laboratories, 
Inc. 

Fifty-nine percent of the families 
interviewed said they planned to buy 
a set when broadcasting begins in 
their area. Another 32 percent were 
undecided and only seven percent 
said they did not intend to buy. 
(Two percent already owned sets). Of 
those who expect to buy, a third will 
make their purchase as soon as sta- 
tions go on the air and 41 percent 
more will buy within three to six 
months. 

Scott president John Meck pointed 
out that filling this immediate de- 
mand will require a total of 12.6 mil- 
lion sets, nearly as many as have been 
sold to date. 


The Helping Hand 


Sometimes this appliance business 
can get awfully complicated. 

Take what happened to Glenn C. 
Lewis, Jr., his mother, and a string of 
strangers when young Mr. Lewis came 
home from a birthday party with a 
piece of cake in his pocket. 

His mother threw it in the garbage 
disposal unit because it was all flat- 
tened out. 

That was a mistake because there 
was a penny in the cake and the penny 
jammed the disposer. 

The janitor worked a half-hour to 
get the penny out but had no luck 
Then the door-bell rang and the 
vacuum cleaner salesman waiting out 
side volunteered to help out. 

He reached the penny all right but 
he couldn’t get his hand out. Soap 
ind oil wouldn’t loosen it up so the 
Lewises called the fire department 
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Just as the firemen arrived the sales- 


man worked himself free. As his re- 
ward he asked the family to watch his 
cleaner demonstration. 

They watched the demonstration 
all right but it did no good—the 
Lewises didn’t buy the machine. 















Another City Heard From! 


BENDIX 


Automatic Washers 


LEAD IN 
COLUMBUS, GA. 


almost every 
other one 
sold 


The proof rolls in! In city 
after city, market after 
market, surveys show Bendix 
Washers leading the field by 
tremendous margins. Bendix 
not only commands a lion’s 
share of the market... but 
also frequently sells as 
much as the next several 
brands combined! 







BENDIX HOME APPLIANCES - Division 
Avco Manufacturing Corp., South Bend, Ind. 
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REMEMBER THESE CBS-HYTRON TV FIRSTS? 


,, 
T6RP4 : 1X2A 6BQ6GT 
‘ original studio-matched | twin-triode sweep compact, high- 25B8Q6GT 
rectangular picture tube. }4iKB amplifier with ; voltage T V rectifier. extra-performance 
(Weer; «superior efficiency. | } j deflection amplifiers 
bys 





NEW 12A4 
High-efficiency. 1 
9-pin miniat t = 
oscillate Siesctiiat oftib Py HY TRON 
audi ut amy : Mage in USA 
we 


1 6WEGT 
Swee ps 


tangular 


s 


YOU'LL BE SEEING THEM... BUYING THEM SOON 
Because these tubes are specifically designed for high- 
performance, low-cost TV for the mass market. Watch 
for them in new models of famous TV sets. When you 
buy these CBS-Hytron TV firsts, follow leading set 


manufacturers. Buy the original. Buy CBS-Hytron! 


MAIN OFFICE: SALEM, MASSACHUSETTS 
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Bring home the bacon 
... with these two lines 


1. THE WASHLINE is your market... 50,000,000 


women strong (or, rather, weak). 


With fifty million women still using washlines—but not liking 
it—there’s a tremendous market for automatic dryers! So now’s 
the time to get your share, with one of the best-known names in 
the home laundry field—Lovell. 


You can become a dryer sales expert quickly and easily with 
the help of the Lovell “sales line” for drying units. Just grab 
hold of the washline and Lovell’s sales line, and you'll really be 
pulling in some fat dryer profits! 

Lovell introduced a dryer more than 11 years ago; today Lovell 
makes tumble-type electric and gas drying units for APEX, BARTON, 
CONLON, DEXTER, HORTON, THOR, and others. Although dryers 
are now in short supply, Lovell is producing all the drying units 
that government restrictions on materials will permit. 


ver, ” 
Fh. THE SALES LINE for the Lovell Drying Unit is 


your key to the market. 


Single dial control provides: 

1. Automatic shut-off. No time guessing. 

2. Complete temperature range for any dryness or type of fabric. 
New “*SUN-ARC” infrared element has three times more heating 
area, purifies clothes, dries them more gently. 


Easy-to-unload door is extra large, swings open all the way. Allows 
full visibility inside. 


Easy-to-clean lint trap. 
Lint trap safety by-pass prevents clogging if user fails to empty trap. 
Outdoor humidity-vent can be easily connected at rear, if desired. 


Vacuum drying system preheats air, costs less to operate. Reduces 
accumulation of lint inside dryer. 


Air-cooled cabinet allows easy access for cleaning or repairs. 


Handy clean-out duct toremove bobby pins, sand, other small objects. 


Look for 
the Lovell DRI-RITE 
single dial control 


ano cas DRYING UNITS 


LOVELL MANUFACTURING CO. + ERIE, PA. 


Also makers of famous Lovell Pressure Cleansing Wringers 
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RCA Air Conditioners 
RCA Victor Div., Radio 
Corp. of America, Camden, N. J. 
Models: 3 models—Nos. 33, 50 and 
Th 
Selling Features: No. 33, for rooms 
up to 230 sq. ft., has 4 h.p. motor 
and a capacity of 4200 Btus; can 
remove 1.3 pts. air moisture every 
hour; weighs 120 Ibs. 

No. 50, for rooms up to 325 
sq. ft., has 4 h.p. motor, capacity 
of 6100 Btus; air-discharge veloc- 
ity of 560 ft. per min.; removes 
1.75 pts. air moisture every hour; 
weighs 176 Ibs. 

No. 75, 4 h.p. model for rooms 
up to 485 sq. ft., has 8100 Btu. 
per hr. capacity; air-discharge ve- 
locity rate adjustable from 510 ft. 
per min. to 700 ft. per min.; can 
remove 2.5 pts. moisture every 
hour and weighs 198 Ibs. 

Prices: No. 33, $249.50; No. 50, 
$349.50; and No. 75, $399.50. 
Electrical Merchandising, Feb. 1952 


UNIVERSAL Cleaner 

Landers, Frary & Clark, 
New Britain, Conn. 
Device: Universal Jet 99 cleaner. 
Selling Features: Motor with ap- 
proximately 1 h.p. capacity creates 
suction of 4-million-cu.-in.-air-per- 
min.; rug nozzle with floating brush 
picks up threads, lint, etc., and is 
designed to give maximum contact 
suction from one end of nozzle to 
other without clinging to rug. 

Presto-Matic dirt disposal emp- 
ties by pressing small button on 
top of cleaner, lifting lid and toss- 
ing paper filter bag out—no dust 
bag to empty, no cans or filters to 


APPLIANCE NEWS 


NEW PRODUCTS 


NOTE: Prices given are those prevailing at close of issue. Not responsible for price changes. 


shake out and return to the cleaner. 

Balanced to glide and pivot as 
user turns in any direction, will not 
tip or slip off stair treads; compact; 
weighs 18 Ibs.; 12% in. high, and 
10% in. wide; stores in closet on 
shelf or under table; detachable 
extra length cord adds to storabil- 
ity and serves also as an extra ex- 
tension; may be coiled and hung on 
hook; rubber motor mounting mini- 
mizes vibration and noise; Slide-a- 
matic control prevents blasts of air 
—air flows gently from side louvres; 
4 filters: ““Toss-away” paper bag 
chemically treated to give efficient 
paper dust filter; cloth bag insert; 
felt filter; and motor cloth filter. 

Sleeve lock hose coupling slides 
on and off easily; will not pull out; 
hose of rubberized cloth vulcanized 
on spring wire coils; lightweight 
steel wands. 

Serva-T'ool attachments include: 
oval brush with heavy duty bristles; 
round brush with soft bristles; up- 
holstery nozzle with floating brush; 
crevice tool; triple duty spray gun; 
demother. 
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JORDON Freezer 


Jordon Refrigerator Co., Inc., 58th St. 
and Grays Ave., Philadelphia 43, Pa. 
Device: New line of Town and 
Country chest-type home freezers 
includes model ‘T'C-15. 

Selling Features: Streamlined with 
latch and spring hinges recessed 
inside cabinet; adjustable dividers 
and removable baskets provide easy 
access to all parts of freezer; in- 
terior is partitioned off to provide 
a quick-freezing section of approx- 
imately 4 cu. ft; + h.p. hermeti- 
cally sealed condensing unit for 
standard 110 volt a.c.; interior and 
exterior surfaces finished with Jor- 
don “auto-body” high-baked en- 
amel finish; floating-action lid; an 
insulation that allows approxi- 
mately 20 percent more frozen 
food storage space in same floor 
space of smaller capacity freezer; 
exterior dimensions are 54 in. long, 
36 in. high and 284 in. deep. 
Electrical Merchandising, Feb. 1952 
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G-E Refrigerators 


General Electric Co., 
Louisville, Ky. 
Models: 4 new refrigerators—refrig- 
erator-freezer combinations NH-8J 
and NH-10J; and across-the-top re- 
frigerators LF-8J and LF-11J. 
Selling Features: _Refrigerator- 
freezer combinations in 8 and 10 
cu. ft. sizes have 3 door shelves; 
freezer compartment in this model 
maintains temperature of zero degs. 
and can store frozen foods for as 
long as a year; fresh food compart- 
ment never needs defrosting. 
Across-the-top models are avail- 
able in 8 and 11 cu. ft. deluxe 
models; both have door shelves, 
large fruit and vegetable drawers 
which roll easily on rubber wheels, 
a butter conditioner with adjust- 
able temperature control, and 4 
Redi-Cube ice trays. 
Prices: NH-8J, $467; NH-10J, 
$509.50. LF-8J, $356.50; LF-11J, 
$392.50. 
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WESTINGHOUSE 
Dehumidifier 


Westinghouse Electric Corp., 
Mansfield, O. 

Model: Westinghouse dehumidi- 
fier. 

Selling Features: Removes from the 
air up to 3 gals. water every day; 
compact, 2-ft. cabinet-like device 
prevents molding, rotting in base- 


New Products Editor 


ments, rusting, door swelling and 
other excessive moisture troubles; 
also suitable for use in photo- 
graphic dark room, bank vault, 
print shop, and other places where 
excessive moisture is a problem; 
operates on principle of an air con- 
ditioning unit—traps water; air is 
drawn into unit by fan, passes over 
copper-tubed evaporator, excess 
moisture in air condenses on cold 
copper tubes and drains off into 
12-qt. bucket at rear of unit; dried 
air is then blown back into room; 
condensed water can be piped 
directly to floor drain if desired. 
Large enough to dehumidify an 
enclosed space up to 10,000 cu. ft.; 
requires no special wiring, plumb- 
ing Or permanent installation. 

A timer clock is availalbe as an 
accessory for areas where humidity 
conditions require one. 

Price: $151.50; timer $9.95. 
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TELECHRON Clocks 


Telech Dept., G 
Electric Co., Ashland, Mass. 


Models: Pageant and Minstrel. 
Selling Features: Pageant, wall clock 
available in 4 colors—red, yellow, 
green and blue; extra large wide- 
angle vision crystal for easy read- 
ing; dial framed in silver color; 
chocolate hands and minute dots; 
red sweep second hand, hour dots 
and current interruption indicator. 
Minstrel ivory colored alarm has 
a winged back and extra wide base; 
one-glance-reading made _ possible 
by eye-saving, wide-angle vision 
crystal; light ivory-colored hands, 
numerals and hour dots against 
brown dial and red sweep second 
hand. 
Electrical Merchandising. Feb. 1952 
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NEW PRODUCTS 





KELVINATOR Refrigerators 


Kelvinator Div., Nash-Kelvinator 
Corp., Detroit 32, Mich. 

Models: Kelvinator 1952 line in 
cludes 8 models—a 12-cu--ft., 2- 
door combination _ refrigerator- 
freezer, two 11’s, two 8’s, a 9 and 
two 7’s. 

Selling Features: MA, 11-cu-ft. 
model and EA, 8-cu-ft.-model, fea- 
ture a new “Magic Cvcle” defrost 
system, which permits automatic 
defrosting without additional heat- 
ing device—the Freon refrigerant 
carries heat to evaporator or frozen 
food chest. Modifications in basic 
refrigerating system to convert it 
to automatic defrost consist of a 
by-pass line from discharge side 
of compressor to freezer, a solenoid- 
operated valve in this line, and an 
electrically timed thermostatic 
switch. Timer is set by dial located 
in top trim of cabinet opening— 





once set, defrosting takes place 
automatically every 24 hours at 
any time desired. ‘Timer closes con 
tacts on defrost thermostat, open 
ing solenoid valve in by-pass line 
and warm refrigerant flows directly 
to freezer. When frost has melted, 
the defrost thermostat closes sole 
noid valve in by-pass line, stopping 
flow of warm refrigerant to freezer, 
and normal operation is resumed. 

MT, a 12-cu.-ft., 2-door model 
with built-in “home freezer” across 
top, separately insulated and sep 
arately controlled. Lower food 
compartment is kept cool by re 
frigerating tubes in walls and by 
special “humidiplate’” which also 
controls moisture and defrosts it- 
self automatically. 

MH, 11.6-cu.-ft. model, features 
full length cold, cross-top freezer. 

EH and ES, 8.3- and 9-cu-ft. 
models, provide a choice of full 
width and side freezer chests. 


For limited space, two 7-cu.-ft. 
models, NH and NS, are provided 
with horizontal or full width freezer 
chests. 

All models 8 cu. ft. and up are 
equipped with door shelves. MT, 
12-cu.-ft. model, features a butter 
keeper which is optional on the 
8 to 11 cu. ft. sizes. Other features 
include crispers, adjustable shelves, 
meat trays and extra tall-bottle 
space. 

Prices: MT’, $499.95: MA, $409.95. 
MH, $369.95; EA, $344.95; EH, 
$299.95: ES, $269.95: NH, $259.- 
95; NS, $229.95. 
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ADMIRAL Refrigerators 


Admiral Corp., 3800 W. Cortland St., 
Chicago, 47, Ill. 

Models: 12 new models ranging 
from 7 to 12 cu. ft. capacity are in- 
cluded in the Admiral 1952 re- 
frigerator line. 

Selling Features: Two economy 
models (one 9 and one 11 cu. ft.) 
feature a new flash defrosting sys- 
tem, which will completely melt 
average accumulations of frost in 
from 7 to 10 min. 

A new 12.2 cu. ft. 2-door Dual- 
Temp, which has a total storage 
capacity of 12.2 cu. ft., is only 
6-inches wider and 9-inches higher 
then a 7.3 cu. ft. model, smallest 
in the line. 77 Ibs. frozen foods can 
be stored in its separate home 
freezer, and in the new freezer 





door-shelf, which accommodates 
additional frozen juices or packaged 
vegetables. A glacier blue interior 
with gold color trim on shelves; a 
butter conditioner, and an_ ultra- 
violet lamp are other features. 

Another new development an- 
nounced is a completely automatic 
defrosting system in model 1182. 
his system permits defrosting 
either day or night—whenever 
necessary—and automatically dis- 
poses of excess moisture. 

Three conventional models in 
each of the 7-, 9- and 11l-cu. ft. 
sizes, 3 Dual-Temps with separate 


controls for the full width freezer 
and the moist cold food compart- 
ment, and an 1 1-cu.-ft. Dual Temp 
with an all-white interior and gold 
shelf trim to supplement a similar 
unit with glacier blue interior com- 
plete the line. All models restyled 
with new hardware, nameplate, 
shelf trim and evaporator doors. 
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SWIFTY Fry-It 


Eastern Metal Products Co., 
Alcamatic Bidg., Tuckahoe 7, N. Y. 
Device: Swifty Fry-It deep fat fryer. 
Selling Features: Closely woven 
fry basket holds 6 to 8 full portions; 
equipped with removable, _ rust- 
proof handle; automatic tempera- 
tre control maintains 250 to 400 
degs. heat; signal light goes off au- 
tomatically when fryer has reached 
proper temperature, lights up again 
when temperature of shortening 
goes down; plastic knob feet and 
insulated bottom provide heat re- 
sistant base; drain spout for re- 
moving shortening; put-away cover, 
for use when fryer is not in opera- 
tion; 1350 watt a.c. cast-in element. 
Price: $24.95 
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KISCO Window Fan 


Kisco Co., Inc., 

2400 De Kalb St., St. Louis 4, Mo. 
Device: Kisco Twindo-Fan, a win- 
dow fan custom-built for casement 
windows. 

Selling Features: Available in two 
models to fit most standard metal 
casement windows—KWC-13 for 3 
panes high, and KW-Cl4 for 4 
panes high. Easy to install—clamps 
into place with clips provided for 
window screen; equipped with two 
12-in. blades and a 3-speed control; 
resilient rubber mounting; closely 
woven safety grill; Nile green finish. 
Electrical Merchandising, Feb. 1952 
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MORE WOMEN COOK ON 


THAN ON ANY OTHER RANGE 
Magic Chef. INC., 1641 S. KINGSHIGHWAY, ST. LOUIS 10, MISSOURI 
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Refrigeration Manufacturer 


Calls KLIXON Protectors 
Dependable Watchmen 


SMYRNA, DEL.: N. Arthur Stokesburg, Jr. of Wilson Refrigeration, 
Inc. knows from experience that KLIXON Protectors stop motor 


burnouts. 


“In our manufacturing of Milk Coolers and Farm Freezers we have 
had ample opportunity to observe the worth of Klixon Protectors, 
especially in rural areas where low voltage might occur — due to old 
wiring or wire of insufficient size to carry the load. We find that by 
using Klixon Protectors on all condensing units, we have a depend- 
able watchman night and day to protect the condensing unit motor 


from burning out.” 


KLIXON Protectors Build Customer 
Goodwill by Preventing Major Repair Costs 


The KLIXON Protectors, illustrated, are built into the 
motor by the motor manufacturer. In such equipment 
as refrigerators, oil burners, washing ma- 
chines, etc., they keep motors working by 
preventing burnouts. If you would like 
increased customer-preference, reduced 
service calls and minimized repairs and 
replacements, it will pay you well to ask 
for equipment with KLIXON Protectors. 


Automatic 
Reset 


Division of Metals & Controls Corp. 


SPENCER THERMOSTAT 
N 2502 FOREST ST., ATTLEBORO, MASS. 


KLIxo 
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G-E Freezer 


General Electric Co., 

Louisville, Ky. 

Device: New space-saving 11-cu.- 
ft. food freezer No. NA-11J. 
Selling Features: Incorporates all 
major features of earlier models 
but is narrower in width by a foot; 
natural draft condenser cooling has 
made it possible to combine freez- 
ing mechanism and freezer in a sin 
gle integrated unit without affect 
ing storage capacity or depth; has a 
capacity of 389 Ibs.; can fast-freeze 
up to 60 Ibs. food in 24 hrs.; other 
features are counter-balanced lid; 
adjustable temperature control; 
automatic interior lighting; and an 
outside signal light to indicate 
proper functioning. 
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APEX Dish-A-Matic 


Apex Electrical Mfg. Co., 
1070 E. 152nd St., Cleveland 10, O. 


Device: New Apex Roll-A-Way 
Dish-A-Matic dishwasher. 
Selling Features: A built-in 4-gal. 
Fiberglas water heater tank makes 
it completely independent of home 
hot water supply; provides a 190 
deg. F. rinse; universal inlet hose 
does not have to be fastened to 
faucet during cycle, eliminating 
need for a permanent faucet con- 
nection and freeing faucet for 
other use during cycle; does not re- 
quire installation or special plumb- 
ing; when necessary it can heat its 
cold water to the predetermined 
temperature making it ideal for 
summer cottages, trailers, camps 
and on boats where hot water is 
not available. 

Other features include a tem- 
perature controlled start, automatic 


FEBRUARY, 


lid opening, push button starting 
and a new spring-mounted centrit- 
ugal water circulating pump; 
built-in safety features include a 
safety float switch which does not 
turn on the 1250 watt immersion 
heater unless there is water in the 
tank, and a lid safety switch which 
shuts off circulating pump if lid 
is opened at any time the pump is 
running. First rinse is at 165 degs. 
F.; for 2nd rinse the temperature of 
water rises to 190 degs. F. 
Easy to operate; universal rub- 
ber faucet connector attaches to 
hot water faucet, dishes loaded 
while washer is filling and deter- 
gent added. Hose is then removed 
from faucet and drain hose hooked 
over sink edge. If faucet water is 
not up to 140 degs. F., the pump 
will not start. When tub light 
comes on, pump starts. 15-min. 
washing cycle includes a 44-min. 
wash and two rinses. 
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REMINGTON Air Conditioner 


Remington Air Conditioning Div., 
Remington Corp., Auburn, N. Y. 


Model: 1952 line includes a new 
window model 4 “Roomette”’. 
Selling Features: “Roomette”, a 
4 h.p. unit in French grey furni- 
ture steel cabinet with front louvres 
of Flemish oak provides 140 cfm 
“Down-Flow” draft-free distribu- 
tion of conditioned air with no 
need for adjustments; designed 
primarily for smaller rooms; easily 
installed—plugs in; no drain or 
water connections required; ven- 
tilates, filters, circulates, elimi- 
nates outdoor noises; cools and 
dehumidifies; pur-all air filter easily 
replaceable, impregnated to re- 
move pollen and dust; hermetically 
sealed perma-use compressor; 3- 
point comfort control provides air 
circulation, ventilation, and air 
cleansing with or without cooling 
and air drying; removes up to 16 
qts. water from conditioned air 
daily; lo-power economizer; finned 
draw-through type — evaporator; 
quiet fans; 2-in-] combination ther- 
mal and sound insulation; Freon 
12 refrigerant. 

The Remington 1952 line also 
includes 4-hp and 3-hp window 
models, and l-hp and 14-hp con- 
sole models, and features 1-hp and 
l4-hp “Moisture Magnet” dehu- 
midifiers. 
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Cathode and control-grid assembly 


/ 
/ 
/ 
/ 
/ 


/ 
The gun that looked 100% 


’ a: 
‘perfect’ 


a 


ee ye never “tired a shot’ 


The electron gun you see looks perfect, 
but actually it “never fired a shot.” You 
see, RCA rejected it because the spacing 
between grid No. 1 and the cathode was 
out of bounds. Only a 0.001” departure 
from the design value for this spacing is 
sufficient cause for gun rejections in RCA 
factories. 

Why does RCA prescribe such a close 
tolerance? Simply because RCA engineers 
have found that if the cathode-to-grid 
spacing is too small, or too large, the grid 
would have faulty “control.” Such tubes, 
when installed in TV receivers, may be 


A, 


the cause of poor picture performance, 
and may result in troublesome and time- 
consuming service problems and call- 
backs. 

RCA takes no chances with its reputa- 
tion for quality. You get the benefit of 
RCA’s quality reputation when you use 
RCA tubes. Constant vigilance and quality 
control at all stages of manufacture assure 
meeting RCA standards on the final pro- 
duction line. That’s why RCA picture 
tubes are unmatched for reliability and 
uniformity. 

In RCA picture tubes, the difference is 


top-quality control. That’s why, dollar 
for dollar, RCA picture tubes have no 
equal. 


With RCA Receiving Tubes, 
as well as RCA kinescopes, 
TOP-QUALITY CONTROL 
makes the difference. 


RADIO CORPORATION of AMERICA 


HARRISON, N.J. 


4 
ey ELECTRON TUBES 
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Magic Maid and 


Son Chief—both going great guns coast 
to coast. Why? Because each line has a distinct “edge” on competi- 
tion. Magic Maid has the top-drawer features of the “top-priced” 
toasters. But it sells for considerably less. 


Son Chief appliances have a solid reputation based on years of de- 
pendable performance. But the price tags they carry appeal to your 


most budget-minded customers. 


Some customers are quality minded. Others are price buyers. With 
Magic Maid and Son Chief appliances you can sell every customer! 


MAGIC MAID AUTOMATIC POP-UP TOASTER 
Fully Automatic, 2-slice toaster with adjustable color control... makes 
perfect toast every time. Brilliantly polished chrome finish, Bakelite 
panels and handles, hinged crumb tray, smartly engraved sides, heavy 
duty heater cord, sturdy rubber plug, automatic shut-off. And it’s priced 


far lower than you'd expect. 


SON-CHIEF 388 

AUTOMATIC IRON 

A “just right’ 4% Ibs. Air cooled, 
black Bakelite handle highly 
polished sole plate, precision heat 
controls, chrome plated through 
out. Fool-proof dial marked with 
materials to be ironed. Com 
piete with cord and plug 


SON-CHIEF 680-A TOASTER 

The value ace of low price toast 
ers. Mica element, torpedo han- 
dies with cord to match. Designed 
and priced for fast sales, built 
to last for years. 


SON-CHIEF 

SPEEDOMATIC HEAT PAD 805 
Made for wet or dry applications 
... 3 positive temperatures, auto 
matically controlled. Deep-piled, 
soft, with luxurious cover. Packed 
in eye-catching 4-color boxes 


SON-CHIEF 


. SUN-BOWL HEATER 710U 


| Adjustable model with chrome- 


plated ‘swirl’ pattern reflector 
jopanned, non-tip 


SON-CHIEF 

AUTOMATIC IRON 334 

Lower in price than many non- 
automatic irons ... a 1000 watt 
streamlined beauty. High chrome 
finish, precision thermostat, at- 
tractive wood handle. 44 oz. of 
compact efficiency. 

SON-CHIEF 

AUTOMATIC TOASTER 622 
World’s biggest selling popular- 
priced automatic . . . because it’s 
easy to sell and stays sold! Ad- 
justable to any shade of toast. 
One stroke starter, automatically 
pops up when toast is perfect. 
Sparkling chrome finish. 


SON-=CHIEF Elcctxccs, Inc. 


WINSTED, 


CONN. 





SN 


MAGIC HOSTESS 
Broiler-Rotisserie 


Magic Hostess, Inc., 34-33 

36th St., Long Island City 1, N. Y. 
Device: Magic Hostess 
rotisserie, No. RB-34. 
Selling Features: Broils, barbecues, 
roasts, grills, toasts, seals flavor in; 
slow-speed motor concealed in base 
gives streamlined appearance—no 
protruding handles; separate motor 
switch; 3-way switch provides high 
heat 1250 watts and low 315 watts; 
has capacity for 10 Ib. roast; triple 
plated chrome interior and exterior; 
nickel plated spit and skewers; 
aluminum tray with nickel plated 
wire rack; heat resistant bakelite 
handles for tray and spit; extra slow 
rotation of rotisserie for fast cook- 
ing. 
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VORNADO Air Conditioner 


O. A. Sutton Corp., 1812 

West Second St., Wichita, Kansas 
Model: Vornado 2-speed window 
air conditioner No. 75 WAC. 


Features: Twin air directors tilt up 
or down and rotate through a 360 
deg. arc, giving complete control 
of air, eliminating drafts; forced 
exhaust operates without compres 
sor running, allows year-round re- 
moval of smoke, stale air or un 
pleasant odors even when cooling 
is not required; brings fresh, out 
side air into room and combines it 
with recirculated air in any desired 
ratio; variable cooling operation ac 
complished with single control; re- 
moval of humidity accomplished 
at rate of 74 gal. water every 24 
hrs.; super-quiet twin squirrel cage 
blower fans, blower exhaust fan 
rubber mounted, and a compressor 
suspended in spring and rubber, 
plus special insulated cabinet, in 
sure quiet Operation; compact cab- 
inet, extends 94 in. into room; 
grey-green with burgundy and gold; 
easily installed from inside room, 
requires no screws; fits any stand- 
ard size window; special asbestocite 
adapters available for extra large 
windows; cooling capacity 8,800 


FEBRUARY, 


NEW PRODUCTS 


btu per hr.; 3 h.p. Tecumseh com- 
pressor; Freon 12 refrigerant; twin 
blower type evaporator fan; 2 fan 
motors; 200 cfm and air intake; 
exhaust; easy accessible filters; re- 
moves 2.5 pts moisture per hr. 2- 
speed variable cooling control. 
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MITCHELL Air Conditioners 


Mitchell Mfg. Co., 2525 

Clybourn Ave., Chicago 14, Ill. 
Models: 1952 line of room air con 
ditioners consists of 7 models with 
4 cooling capacities—4, 4, 4 and 1- 
ton. 

Selling Features: “Weath'r Dial’, 
allows control of two adjusted lev- 
els of cooling and dehumidifica- 
tion together with control of ven 
tilation and 2-speed air exhaust at 
turn of a single motor controlled 
knob; “Sound Muffler” provides 
quiet operation; 4-directional louv- 
ers direct air to any part of room; 
removable filter. 

Other features are a new Arid 
Dryer to remove excess moisture, 
Air Scoop Exhaust to completely 
change room air in minutes; ‘““Dyna 
Cooler” refrigerating system. 

M-132, 4 h.p. low-cost window 
type conditioner just announced, 
features “Econo-Cool” operation 
which consumes less current than 
required to light six ordinary lamp 
bulbs, according to the manufac- 
turer. Other features include 
“Mitchell Mount” which allows 
installation in windows as narrow as 
23 in. No filler panels are needed, 
and window can be easily raised 
and lowered; ““Turbo-Dryer” elimi 
nates stagnation of refrigerant; 
Micro-Filter removes dirt, dust and 
pollen; capacity +600 btus per hr; 
ivory finished furniture steel cab 
inet. 

Prices: From $229.95 for M-132 
to $479.95 for M-12082, 1-ton 
model. 
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2 DOORS! 


Automatic Defrost ! 


The only complete 2-door line 
... 12,10 and 8 cu. ft. All with 
Automatic Defrost, and at prices 
actually lower than competi- 
tive single door refrigerators. 

















Exclusive Philco 


DAIRY BAR 


Door storage convenience and 
style appeal beyond anything 
ever offered in a refrigerator. 
Here for 1952, at prices that 
rock the industry for value. 





America’s First Choice 


HOME FREEZER 


With dramatic new color appeal 
... the exclusive sloping front 
Philco. Easiest-to-use freezer 
ever designed . . . and the fastest 
seller in appliance dealers’ stores. 








Takes the mystery out of 
Automatic Cooking 


Another Philco “‘first”’... the 
revolutionary Quick-Set Timer, 
now added to the Jiffy Griddle 
and ‘“‘Broil-under-Glass”’... 
priced for volume sales in ’52. 


SEE THEM NOW AT YOUR PHILCO DISTRIBUTOR 
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OPULAR 


THE WORD FOR IT! 


















PORTABLE IRONER 









R with women because (A) it is so easy to use; (B) 
saves time; (C) eliminates ironing day drudgery: (D) 
is reasonably priced. 






with dealers because it sells quickly at good profits. 





Elbow control leaves user's hands free to guide clothes. 21” wide 
Thermostatic heat control. A red light indicates when current is on. Motor is 
Non-slip rubber guard. AC current. Bright chrome and. white 





roll. 
wholly enclosed. 
enamel finish. 


UTILITY HEATER 


| A very attractive model finished in choice of white 
or brown porcelain enamel. Reflector and dress 
guard are chrome plate. Well made to do a good 
heating job for years. Equipped with double radi- 
) ants and cast-iron burner. 12,000 B.T.U. 16” high, 
' 11” wide, 6%" deep. 


| Model 2123-B for L.P.G. gas 
Model 2123 for Natural and Mig. Gas 














aad 















AGA 
Approved 











¢ RADIANT GAS HEATER 


For fireplace or living room—it's 
cheerful and an excellent heat pro- 
vider. Body is in one piece finished 
in brown porcelain enamel with har- 
monizing brown and ecru backwall 
and radiants. Reflector and dress 
guard are chrome plated. Solid brass 
valve and durable cast-iron burner. 
A.G.A. approved. 


17%" high, 1842" wide, 8” deep, 20,- 
000 B.T.U. Shipping Weight 31 lbs. 


No. 2205 for Natural and Mfg. gas 
No. 2205B for L.P.G. gas 


ORDER FROM YOUR JOBBER 


or write for literature on full line of Ironers, Electric and 
Gas Heaters, and Lawn Sprinklers. 
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y WHEN... 


IT’S AN 






MSTRONG 


DEPEND ON IT! 


IT’S THE BEST 
OF ITS KIND 
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MITCHELL Dehumidifier 


Mitchell Mfg. Co., 
2525 Clybourn Ave., Chicago 14, Ill. 


Device: Model D-182 dehumidifier. 
Selling Features: Outstanding fea- 
ture is vertical construction which 
allows overall measurements of only 
1 sq. ft. and 37% in. tall; easily 
moved without stooping, and con- 
veniently placed in smallest space; 
ball-bearing casters makes portabil 
ity simple; 8-qt. galvanized mois 
ture receptacle obviates need of 
attaching to permanent drain; can 
be attached to a drain hose by 
means of a 4-in. fitting in bottom 
of unit if desired; wrings from 17 
to 25 Ibs. water from 10,000 cu. ft. 
air in 24 hrs.; 4 h.p. compressor op 
erates on 60 cycle 115 volt a.c.; 
desert sand baked enamel finish on 
furniture steel cabinet. 
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REX-AIRATE Fan 


Air Controls, Inc., 
2310 Superior Ave., Cleveland 14, O. 


Model: ‘“Casaire”’ and 16-in. 
portable window ‘as a steel case- 
ment windows has been added to 
Rex-Airate line. 

Selling Features: Designed for 
homes, offices or apartments this 
model cools and ventilates up to 4 
rooms; Neoprene cushioning dead- 
and vibration; no radio 
or IV _ interference; rear grille, 
keeps fingers and curtains from 
blades; easy to install; 3-way switch 
for easier control; life-time lubri- 
cated motor; 800 to 1400 cfm. for 
more efficient cooling; greater air 
volume with less speed due to 4 
deep - pitched aluminum _ blades; 
weighs 25 Ibs.; finished in Hammer- 
loid green and white. 
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NEW PRODUCTS 





SUB-ZERO Freezers 


Sub-Zero Freezer Co., 
Madison, Wis. 
Models: “‘A new line of freezers fea- 
turing new capacities and new de- 
signs. 

Selling Features: The company has 
retained some sizes—21-, 24- and 
60-cu.-ft. capacities, but is now also 
producing 17-, 25- and 32-cu--ft. 
models; all freezers in present line 
are upright cabinets with inner 


Inc., 


compartments with individual 
doors; aluminum construction is 
used throughout line; new type 


fibre glass insulation has also been 
idded; Illustrated is the 25 ft. model 
with white baked enamel exterior; 
natural aluminum interior; 25 cu. 
ft. capacity; 4 inner compartments 
with individual doors. 
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P. S. JUNIOR Refrigerator 


P. S. Junior, Inc., 21-10 

44th Dr., Long Island City 1, N. Y. 
Device: P. 
Selling Features: Small apartment 
size refrigerator, just over 2 ft. high, 
with refrigerated storage space of 
1 cu. ft., and a dry storage section 
at bottom of approximately 7 cu. 
ft. capacity; occupies 2 sq. ft. floor 
space; contains 2 sq. ft. shelf space; 
holds 21 ice cubes; dessert tray also 
used for defrosting; adjustable 9-pt. 
thermostatic control; 1-piece plas- 
tic food chamber liner’ with 
rounded corners; Tecumseh, 1/9 
h.p. hermetically sealed compressor; 
Freon refrigerant; 2-in. insulation; 
enameled cabinet available in white, 
ivory, walnut or mahogany wood 
grained finish. 

Price: $129.75 including tax. 
Electrical Merchandising, Feb. 1952 


S. Junior refrigerator. 
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PAY LESS AT THE START 


Chevrolet trucks list for less than any other trucks built 
to handle the same payloads. Here is a real, money-in- 
the-bank savings on purchase price. And you'll find the 
Chevrolet brings you ruggedness, stamina and great 
truck features not found in many other trucks. 


Get the solid facts! 
See how you save with 





GET LOWER ON-THE-JOB COSTS 

Chevrolet trucks give you Valve-in-Head economy that 
saves gas, four-way engine lubrication that reduces wear 
and saves oil, and tough, rugged construction for longer 
truck life. Like truck users everywhere, you'll find Chev- 
rolet trucks cost less to own and maintain. 


CHEVROLET 


Advance-Design 


fitst:: demand 


in sales , 


TRUCKS BUILT FOR YOUR PAYLOADS 


Chevrolet trucks are factory-matched to meet your 
requirements. You get the right truck for the job... 
“too much” or “too little” truck. Frame, axles, 
springs, body, brakes, and power form a balanced team. 


never 


BIGGER TRADE-IN VALUE 


Records show that Chevrolet trucks traditionally bring 
more money at re-sale or trade-in than many other 
makes. Chevrolet’s market value stays up because the 
value stays in. More reason to see your Chevrolet dealer 


ON ae 
. for your best truck buy! 








ADVANCE-DESIGN TRUCK FEATURES 


ex ema 


TWO GREAT VALVE-IN-HEAD ENGINES—the 
105-h.p. Loadmaster or the 92-h.p. Thrift- 
master—to give you greater power per gallon, 
lower cost per load « POWER-JET CARBURE- 
TOR—for smooth, quick acceleration response 


HYPOID REAR AXLE—for dependability and 
long life « TORQUE-ACTION BRAKES—on 
light-duty models « PROVED DEPENDABLE 
DOUBLE - ARTICULATED BRAKES — on 
medium-duty models « TWIN-ACTION REAR 


with double-deck springs for complete riding 
comfort « VENTI-PANES—for improved cab 
ventilation « WIDE-BASE WHEELS—for in- 
creased tire mileage « BALL-TYPE STEERING— 
for easier handling « UNIT-DESIGNED BODIES 


e DIAPHRAGM SPRING CLUTCH—for easy- 
action engagement « SYNCHRO-MESH 
TRANSMISSION—for fast, smooth shifting « 


BRAKES—on heavy-duty models « DUAL- 
SHOE PARKING BRAKE—for greater holding 
ability on heavy-duty models « CAB SEAT— 


CHEVROLET DIVISION OF GENERAL MOTORS, DETROIT 2, MICHIGAN 


EE Pe 
a hae < 


7 
* 
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—for greater load protection « ADVANCE- 
DESIGN STYLING—for increased comfort and 
modern appearance. 
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; Equip every 
TV installation 
with a genuine 


VEEDX 


When you specify VEE-D-X you 
provide your customers with the 
finest, safest arresters ever made 
for TV and FM — including both 
two and four wire installations. 
Embodying superior features and 
safety found in no other arresters, 
they look and are equal to the 
safety they must provide. Fast, 
easy line connections are made 
by simply tightening the wing 
nuts. When you compare con- 
struction — appearance — size — 
ease of installation and price, 
you will agree that VEE-D-X 
arresters offer a BIG PLUS in 
safety and value. 





All models are available with 
strap for mast or pipe mounting 
as well as standard models for 
wall or window ledge mounting. 





Ne 
Order NOW from your jobber 


WINDSOR LOCKS, CONN. 


LAU Window Fan 


The Lau Blower Co., 

Dayton 7, Ohio 

Device: Lau combination window 
and portable fan No. 2052. 
Selling Features: Complete with 
metal spacer panels adjustable for 
windows from 304 to 39 in. wide; 
3-speed motor moves 2500 cfm at 
high speed; fan blade mounted in 
rubber for quiet operation; finger 
proof guards front and re1r; easil 
reversible for intake and exhau:s 
use; lifts from spacer panel by carr 
ing handle for use as portable fan 
on floor or table; rubber feet won't 
mark furniture; 22 in. square, 5} 
in. deep; weighs 25 lbs.; 2-tone 
green baked enamel finish. 

Price: $59.95. 
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HANDYBREEZE Fans 


The Chicago Electric Mfg. Co. 

6333 W. 65th St., Chicago 38, i. 
Device: Handybreeze ‘“Safe-T- 
Guard” and “Window-Aire” ex- 
haust fan. 

Selling Features: “Safe-T-Guard” 
12-in. oscillating fan, strong wire 
mesh completely encloses blades, 
making fan safe for use in nursery 
or near children or pets; finished in 
frost gray with medium blue fan 
blades; has air delivery of approxi- 
mately 1000 cfm. 


FEBRUARY, 


“Window-Aire” 20-in. exhaust 
fan has 1/12 h.p. G-E. motor; suffi- 
ciently powerful to cool apart- 
ments, small homes, offices or 
stores; will fit any window from 
29% to 38 in. wide; deep pitch 
blades are screened to prevent ac 
cidents; deliver 3500 cfm; 3-speed 
selector switch provides low, me- 
dium or high speed. 

Price: ‘“Safe-T-Guard”’, 
Window-Aire”, $59.95. 
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INTERNATIONAL 
Window Fans 

International Oil Burner Co., Spring 
and Park Aves., St. Louis 10, Mo. 
Models: International 1952 line of 
window fans—C-20K and 224K. 
Selling Features: C-20K, 20-in. 
model has a 2-speed motor; 20-in. 
cloverleaf blades move more than 
3500 cfm.; cabinet fits any window 
up to 44-in. width. 

224K, 24-in. model has power- 
ful 24-in. cloverleaf blades that 
move over 4200 cfm., air; stream- 
lined air-flow cabinet houses super 
silent, spring-suspended motor and 
blades; fits any window up to 50 in. 

Both models feature “‘spring-sus- 
pension’”’—moving parts cradled in 
resilient springs within cabinet to 
eliminate motor hum and _ blade 
vibration. 
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STANTHONY Ventilator 


Stanthony Corp., 6900 

San Fernando Rd., Glendale 1, Calif. 
Device: Kitchen ventilating hood 
that fits over range. 

Selling Features: Newly designed 
to fit standard kitchen cabinets; fits 
low over range and traps the by- 
products of cooking at source; back 
panel extends to cooking top, elimi- 
nating cost of tile or other special 
materials; ventilator incorporates 
lights and switches under nose of 
hood and is equipped with or with- 
out a blower unit; two models of 
blower unit available, No. 15 300 
and No. 25 425 cfm; aluminum 
foil filter prevents grease accumu- 
lation in blower; hood available in 
2 styles: Provincial scalloped de- 
sign in copper baked enamel finish, 
and Aristocrat, modern design that 
blends with any kitchen decor in 
white baked enamel and other 
popular colors; welded, 1-piece 
steel. 
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cc HINCTSON 
| AREA-ENGINEERED 


tO 


TELEVISION 


Customers will thank you for showing them Emerson TV! Because the 
Emerson Television you sell is specially engineered to work best in their homes, 


wherever they live in your viewing area. 


Whether you demonstrate Emerson TV in your store or in customers’ homes, 

you and your customers will see the wonderful picture difference made 

by the exclusive built-in Fringe Compensator Circuit. It’s adjusted for best reception 
under your customers’ particular TV broadcast conditions. 


Your Emerson distributor has the whole exciting story for you. He'll show you how 


Emerson field engineers thoroughly check performance in your viewing area . . . how factory 
17-INCH CONSOLE engineers take every special local condition into consideration . . . how 
. : merson brings you added miles of customers within telecast range for the first time! 
Emerson Model 714. Super-powered long distance Emerso sy f ee f fi 
circuit specially engineered for super fringe area . #190 r 
ox sity Sith, th Poings Camamnenetan alan For performance . . . for price . . . and for profits, too .. . it’s Emerson TV. 
for best reception under each customer's particu- 
lar reception condition. Built-in antenna. One 
knob Simplimatic Tuning. Black Magic Contrast. 


Full Screen Focus. Hand-rubbed mahogany wood C A L L Y 0 U R E M t # $0 N getter Performance. 
veneer cabinet. ‘ 
veneer cabinet $9A995 DISTRIBUTOR Now! ’ A iB» 

list price ; ! 


Price plus tax and warranty; slightly higher in South and West 


Emerson WEE 7Esfep Eran 


EMERSON RADIO AND PHONOGRAPH CORPORATION, NEW YORK 11, N. Y. 
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PROFIT WITH THE ONLY TRULY MODERN 
LIQUIFIER-BLENDER ON THE MARKET 


backed with hard-hitting advertising the year ‘round 


ey 














Only the OSTERIZER container opens at Only the OSTERIZER agitator lifts 
both ends. Easy to empty, easy to clean. out for thorough, instant cleaning. 


> 7 
Boh Only the OSTER- iG. , 


Only the OSTER- 
IZER seats easily on 
motor drive — no 
keys or slots to fit. 
Full 360° seating 
range. 


IZER is threaded to 
fit standard Mason 
jars. Greatly increases 
convenience and ver- # 
satility. 





hrome Base $44.95" With Enamel Base $39.95* 


Look at all the wonderful things it can do to food and drinks 


Fresh fruits and vegetables liquified in- delicious potato pancakes. Blends drinks 
stantly into vitamin fresh, healthful juices. _ the professional way. Does all these things 
Purees beans or vegetables forsoups. Fruit and many more faster, easier and better 
for pies. Purees or chops food for babies. than any liquifier-blender on the market. 
Makes peanut butter, mayonnaise, salad Every home or apartment dweller is a 
dressings, spreads. Mixes cake, waffle prospect! Get your share of this big prof- 
batter. Grinds coffee, whole grain. Makes _itable market with the OSTERIZER! 


Recommended by GAYELORD HAUSER — world-famous diet and health authority 























Promote these steady department sales builders 
ee every item with exclusive wanted features 


° OSTER Portabl 
i . ortable 
G if Mixer — the ONLY 

GO lightweight powerful 


portable mixer. Does 
every food mixing 


job. Price $16.95.* 


OSTER Massage In- 
struments — the 
ONLY suspended 
motor action Massage 
Instrument. Home 
model $29.50.* De 
Luxe Model $42.50.* 


, OSTER Knife Sharp- 
ener — the ONLY 

, \.. Double-Action Elec- 
\ tric Knife Sharpener 


, Wes on the market. Price 
$14.95.* 


*Prices subject to change without notice. 





Electric Housewares 
For Every 
Occasion 





OSTER Airjet Hair 
Dryer — the ONLY 
hair dryer with the 
efficiency and beauty 
of “jet” design. Price 
$19.95.* 












4S avveaistd 


JOHN OSTER MANUFACTURING COMPANY, RACINE, WISCONSIN 
THE FASTEST-GROWING ELECTRIC HOUSEWARE LINE IN AMERICA 
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CBS-COLUMBIA Telesets 


CBS-Columbia, Inc., 
170 53rd St., Brooklyn, 32, N. Y. 


Models: 5 table models; 4 consoles 
and 3 consolettes in 17-, 20- and 
21-in. sizes. 
Selling Features: No. 17M1 is a 
mahogany finish metal table model; 
No. 1712, a 17-in. mahogany table 
model; No. 20MI1, 20-in. ma 
hogany finish table model; 20M3, 
ebony finish metal table model; 
and No. 20T2, 20-in. mahogany 
table model. 

Console models include No. 
17C8, 17-in. mahogany; 17C9, 17 


| 


in. mahogany console; 17C10, 17- 
in. mahogany with full doors; and 
20C3, 20-in. French Provincial 
with full doors. 

Consolettes consist of 20C1, 20- 
in. mahogany consolette; 20C4, 
20-in. mahogany; and 20C4B, 20- 
in. blonde consolette. 

Prices: From $179.95 to $369.95. 
Electrical Merchandising, Feb. 1952 


MAJESTIC Teleset 


Majestic Radio & TV Div., 
385 Fourth Ave., New York 16, N. Y. 
Models: 3 new models—17T6B1, 
20F82 and 20F83. 
Selling Features: 1716B1, 17-in. 
table model furnished in cordovan 
leatherette cabinet with gold bezel 
and gold plastic trim. 

No. 20F82, 20-in. console, fur- 
nished in mahogany cabinet, re- 
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gency design, ¢ doors featuring 
crotch mahogany panels. 

No. 20F83, 20-in. console in 
modern cabinet, limed oak with 4 
doors. 

Prices: 17T6B1, $199.95; 20F82, 
$339.95; and 20F83, $359.95. 
Electrical Merchandising, Feb. 1952 


STROMBERG TV Consoles 


Stromberg-Carlson Co., 

Rochester 3, N. Y. 

Models: 2 new 24-in. consoles— 
Newcastle, 324 CDM and Cathay 
324 C5D and 324 C5M. 

Selling Features: Both models have 
356 sq. in. picture area; “top-tun- 
ing” features controls at front top 
edge of cabinet with a concealing 
fall-board; a 12-in. permanent mag- 
net speaker; full length doors; inter- 
carrier tuning; newly designed 
“sync” separation circuits; keyed 
automatic gain control; automatic 
re-trace suppression permits oper- 
ation at full brilliance without 
intrusion of re-trace lines into pic- 
tures; inclined safety glass; phono- 
jack located at rear of chassis of 
Newcastle and Cathay; Newcastle 
is conservative traditional styling 
finished in selected flat-cut Hon- 
duras mahogany veneers; Cathay 
hand-decorated classic Chinese with 
hand-lacquered Chinese _ story- 
paintings, or in ribbon-striped ma- 
hogany veneers. 

Prices: Newcastle, $725; Cathay 
Chinese, $795; mahogany, $695. 
Electrical Merchandising, Feb. 1952 


MAGNAVOX TV Combination 
The Magnavox Co., Fort Wayne, Ind. 
Model: Magnavox Cavalcade con- 
sole combination. 

Selling Features: Has a 17-in. Mag- 
nascope picture tube; AM radio 


1952 


with 3-gang condenser tuning; 
Magnavox 3-speed record changer 
and a big 12-in. Magnavox high 
fidelity speaker housed in mahog- 
any cabinet of contemporary de- 
sign; synchromatic ‘I'V chassis de- 
signed for long distance reception; 
combined with radio chassis it 
employs 25 tubes including 2 recti- 
fiers and picture tube; other tea- 
tures include Magna-Lok auto- 
matic frequency control; automatic 
signal leveler; instant TV tuning 
and continuously variable bass and 
treble controls; TV unit has re- 
movable front panel for dusting 
tube face; record changer is 
mounted on a pull-out drawer for 
ease in loading; half-doors of 
matched veneers. 

Price: $398.50. 

Electrical Merchandising, I’eb. 1952 


SCOTT Telesets 


Scott Radio Laboratories Inc., 4541 
Ravenswood Ave., Chicago 40, Ill. 
Models: New 1952 Ravenswood 
models—a 17-in. open console and 
a 17-in. table model. 

Selling Features: Both models have 
Silver Anniversary chassis which 
uses + stages of IF video amplifica- 
tion; high-level video detector and 
higher gain tuner for better recep- 
tion even in remote locations; chas- 
sis is pre-wired for later addition 
of UHF or for a color TV slave 
unit; both cabinets are finished in 
mahogany, contemporary styling 
with new full-width glass safety 
screens covering entire tube face 
and bezel; screen is removable for 
cleaning. 

Price: Table set, $299; console, 
$349. 

Electrical Merchandising, Feb. 1952 


ARVIN Clock-Radio 
Arvin Inc., Columbus, Ind. 
Model: Arvin “Sleepytimer” clock 
radio No. 557T. 
Selling Features: Includes a 5-tube 


a.c.-d.c. superhet radio set, (in- 
cluding rectifier) in a willow green 
or ivory plastic cabinet, and a Tele- 
chron clock with automatic timer; 
features a “‘magnetenna” a com- 
pletely built-in red antenna with 
ferrite core designed to provide re- 
ception of local and distant  sta- 
tions; 3 knobs on front panel con- 
trol radio, alarm and “sleep 
switch”, the latter automatically 
turns off radio up to an hour after 
setting and automatically turns it 
on at specified time. 

A control knob located in the 
3-o’clock position on clock face 
acts as radio alarm set and buzzer 
control; another knob at 6-0’clock is 
“sleep switch” control; a_ third 
knob at 9-o’clock switches radio on 
or off manually or automatically. 
A buzzer alarm sounds automat- 
ically about 10-min. after radio is 
turned on; clock has luminous hour 
and minute hands for visibility in 
dark; appliance outlet on rear panel 
permits any appliance rated below 
660-watts to be plugged in and 
automatically controlled in same 
manner as radio. 

Other features include avec; 2- 
gang variable condenser; improved 
tube types “Velvet Voice’ tone 
system and ‘‘Magna Bass” ampli- 
fier and heavy duty PM 5-in. round 
speaker; weighs 84 Ibs. ; 
Electrical Merchandising, Feb. 1952 


conte Estee 
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EMERSON Telesets 

Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York 11, N. Y. 
Models: Nos. 714 and 709 
Selling Features: No 714 console has 
17-in. rectangular tube housed in 
selected wood veneer cabinet. 

No. 709 has 20-in. rectangular tube 
in modern cabinet; both models are 
equipped with “super fringe compen- 


: 


sator” circuit combining continuous 
control and switch for permanent 
“area engineered” pre-setting for peak 
performance in any area. 

Price: No. 714, $249.95 in mahogany, 
$259.95 in blonde; No. 709, $269.96 
in mahogany, $279.95 in blonde. 
Electrical Merchandising, Feb. 1952. 
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SPECIAL HEAT 
INDICATOR IN COVER 












' baking pans 


SAVES TIME 


regular range oven. 


SAVES MONEY, TOO 


The Electric Ovenette saves 24 
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ROASTING P. 


rent used by an ordinary oven. 


Most foods bake 25° faster than in a 


the cur- 


“py thle! 


Bakes and roasts on a 
moment’s notice... 


POTATOES * PUDDINGS * MEATS 
ROLLS * APPLES * PIES * CAKES 
MUFFINS * BISCUITS * CASSEROLES 


The Electric Ovenette heats 
quickly and is ready to bake or 
roast in a jiffy. Plugs into any 


14 AC outlet. Comes complete with full set of 
P I E C E S baking pans as illustrated. Takes up little more 
includes all space than an ordinary toaster. Ideal for family 


of 2 to 5. Even with a regular range oven, the 
average family needs the Ovenette for extra 
baking and roasting. 


IT’S PORTABLE 

Take it anywhere. Just plug the cord 
into any handy AC electric outlet. 

IT’S EASY 


Accurate gauge in cover tells you exact 
baking temperature. 


WEST BEND ALUMINUM CO., West Bend, Wisconsin 


NEW PRODUCTS 0. 01 


MAJESTIC Clock-Radio 


Majestic Radio & TV Div., 

The Wilcox-Gay Corp. 

385 Fourth Ave., New York 16, N. Y. 
Device: Majestic ““Radalarm” clock- 
radio, 

Selling Features: Features a Sleep- 
O-Matic night switch which is a 
timing device permitting up to 60 
min. of music before retiring with 
an automatic shut-off; front face of 
gold plastic with cloisonné design; 
clock has polished brass frame; 
5-tube radio utilizes a superhet 
circuit. Available in ivory plastic 
(5C3) and walnut plastic (5C2). 
Price: Ivory, $42.50; walnut, $39.95 
Electrical Merchandising, Feb. 1952 










SYMPHONIC Record Player 


Symphonic Radio & Electronics Corp., 
420 Market St., San Francisco, Calif. 


Model: “Teen-Ager Trio” record 
player No. 613. 

Selling Features: Compact 3-speed 
player plays all sizes, shapes, makes 
of 334, 45 and 78 rpm records; 
2-tube amplifier for matched per- 
formance; specially designed arm 
and crystal with permanent stylus 
of 2-mil radius to play all grooves 
without changing; 1.47-0z. Alnico 
5 magnet speaker; 3-speed heavy 
duty motor; wood cabinet with 
Weymolin blue alligator leatherette 
cover; white handle and trim; 110- 
120 volt a.c., 60 cycle only. 
Electrical Merchandising, Feb. 1952 


TV BRIEFS 


A new line of steel towers announced 
by Channel Master Corp., Ellenville, 
N. Y., is available in 10 ft. sections. 
Towers have built-in ladder on one 
side, no obstructions to interfere with 
easy climbing; other 2 sides feature 
truss construction for added strength. 
All sections are completely inter- 
changeable because only one type 
section is used; legs are swaged on one 
end for easy assembling. 
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Raytheon Mfg. Co. announces that it 
has developed and is now producing 
picture tubes treated with the new 
“Raytheon Corona Inhibitor,” which 
eliminates trouble from leakage from 
the second anode connection which 
causes loss of picture brightness. 

























Rauland Corp., Chicago, announces a 
new 27-in. rectangular tube with short 
metal-coned envelope, known as type 
27QP4. It is a rectangular electro- ’ 
static-focus, magnetic-deflection, du- 
rect view tube. Screen provides a 
picture area approximately 390 sq. in. 
Face plate is absorbent gray filter glass. 
It is treated so that reflections from 
inner and outer surfaces are almost 
entirely eliminated. 























Announcement has been made by 
Kaye-Halbert Corp., Los Angeles, 
Calif. of a new long distance super 
powered chassis that brings TV to 
home owners in areas never reached 
by a signal. It includes a new circuit 
employing a standard turret type 
tuner, improved channel traps that 
reduce noise interference, and permits 
weak distant signal to be received 
without interference from stronger 
local signals. The new Chassis DX253 
is available in all K-H TV Planter and 
Hideaway models. The manufacturer 
claims the new chassis delivers up to 
400 times the signal strength of other 
sets now on the market. 

































Rapid connecting and disconnecting 
of flat twin-lead TV wire is made 
possible by a new connector intro- 
duced by Insuline Corp. of America, 
3602 35th Ave., Long Island City. 
Made of low-loss transparent plastic, 
the connector consists of two sepa- 
rable sections, each 1-in. sq., and $ in. 
thick, with solderless screw type ter- 
minals on plug and jack members. 










High gain and rugged construc- 
tion are features of two new direc- 
tional antennas for the 450-470 mc 
band designed by Ward Products 
Corp., Div. Gabriel Co., Cleveland, 
O. Model SPP-161 is a 12-element 
Yagi type antenna with a gain of 
11 db; Model SPP-172 is a 24- 

(Continued on page 142) 
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21" TELEVISION: 
ees 


@ New wide- angle cylindrical tube 


e New curved all- glass front 
—glare- -proof, remov vable. 


e@ New automatic focusing: 

e New built-in adaptability to UHF. 
@ New fringe are power. 

e New customizet ad Tru-Lok tuning- 


STROMBERG-CARLSON: 


DISING 
Y, 1952 





Introducing the 


SAVAGE 


MODEL 70 DYNA CHIEF ELECTRIC 


ie MM OW Md | marca 


RuNS ON 
HousEenoLo 


It’s a fresh triumph of Savage engineering 

and precision-manufacturing—this new electric 
power mower! The Dyna Chief Electric is really 
quiet . . . the motor makes hardly a sound. And 
it’s as easy to operate as an electric fan . . . just 
plug it in, motor starts, and the Dyna Chief Elec- 
tric is ready to mow grass. The motor turns the 
wheels as well as the cutting blades . . . no push- 
ing required. It runs on ordinary 110 volt, AC cur- 
rent. A 100-ft. electric cord comes with the mower 
at no additional cost 


The Dyna Chief Electric is equipped with covered chain 
drive. Grass guards prevent grass from winding on 
reel. Cutting heights easily adjusted. A 3-piece 
sectional roller makes the mower easy to maneu- 

ver 


Get full information on this terrific business- 
builder. Write today for literature on the 
entire Savage lawn mower line—two gaso- 
line-driven power mowers, a rugged ro- 
tary, three fine hand mowers and the 

new Savage Dyna Chief 

Electric. 


Precision-Built by the Makers 
of Famous SAVAGE Firearms 


SAVAGE ARMS CORPORATION ¢ 


Lawn Mower Division 
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NOTE THESE GREAT 
SELLING FEATURES! 
“STA-TEMP” Blades 


Hardened and Tempered 
to Stay Sharp Longer 


e 
Finger-Tip 
Clutch Control 
+ 


Free-Floating Handle, 
Parks Upright 


Easy Chain 
and Belt 
Adjustments 


Famous-Make 
1/3 h.p. Motor 


Long-Wearing 
Timken Bearings 


18-inch 
Cutti-q Width 


You can 
demonstrate 
THIS mower 
in your store! 


CHICOPEE FALLS, MASS. 


NEW PRODUCTS 


TV BRIEFS 


(Continued) 


element Yagi of similar construc- 
tion with a forward gain of 14.5 
db. Both units have matching 
harnesses. Made of painted copper 
plated steel, the antennas are pre- 
assembled for rapid installation. 


—S== 


é 


Tricraft Products Co., Chicago, 
Ill. announces a new indoor TV 
antenna that affords good reception 
on Hi and Lo bands. Covered in 
2-tone leatherette, it blends well 
with any set. Price, $9.95. 


A new 8-outlet distribution unit 
No. DA8-1-M for master antenna 
systems designed to enable service- 
men to hook up an all-channel, 
no-loss master antenna system 
quickly, is announced by Blonder- 
‘Tongue Laboratories, Mt. Vernon, 
N. Y. It has four TV set outlets 
on the front and four on the rear. 
The screw-type terminals will han- 
dle 75 and 300 ohm line. Price 
$87.50. 


Another product announced by 
Blonder-Tongue Laboratories is a 
B-T home Antisifier No. HA-2-M— 
an allchannel, automatic TV 
booster. Has no knobs or controls, 
goes on and off with set operation 
by means of automatic, silent 
thermo-telay power switch; features 
a 4-tube chassis, 4-stage cascaded 
amplification, and a push-pull cir- 
cuit; has an average gain of 24 db; 
mahogany hammertone metal cabi- 
net. Price $57.50. 


Insuline Corp. of America, Long 
Island City, N. Y., announces a 
table-top antenna called the Meteor 
No. 6470. Two nickel-plated arms, 
adjustable in length from 15 to 
38 in., are hinged so they can be 
closed completely or opened out 
flat. Weighted base, with padded 
bottom permits antenna to be ori- 
ented quickly for best reception; a 
4-ft. length of 300 ohm lead, fitted 
spade lugs is included. Price $2.97. 


A telescoping aluminum TV 
tower mounted on a _ 2-wheel 
trailer, that can be raised to 72 ft. 
in 15 secs. is the newest product 
of Alprodco Inc., Kempton, Ind. 
Complete unit consists of three 
24-ft. lengths of aluminum towers 
that telescope together, mounted 
on framework fastened to a 2-wheel 
trailer. Can be used for demon- 
strating TV receivers in prospect's 
home. 
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YOU CAN DEPEND 
ON 


Model 75WAC 


Extends only 9'2" 
inte the room 


TO BE / /Z 


Just Look At These Features! 


3%) =©6MODERN BEAUTIFUL STYLING, finished in neutral grey-green, high- 
lighted in burgandy and gold. 

¥% =6TWIN AIR DIRECTORS give a new circulation principle with deeper 
penetration without drafts. 


% =6VARIABLE SPEED COOLING control that allows greater comfort under 
more climatic conditions. 


X= = “PERFECTLY BALANCED” cooling system for more efficient operation. 


Vornado distributors are now selecting and franchising 
exclusive key dealers . . . call your distributor today. 


Compare the Profit on Vornado 


— 26s. 0OM CORPORATION «. WICHITA, KANSAS 
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GOOD SELLING MAKES GOOD CUSTOMERS 











A Bird in the Hand 
| May Bring Two Out of the Bush 


And a sale today may bring you two tomorrow. 
Help the lady buy the water heater that best 
suits her family’s needs, and her satisfaction 
and enthusiasm will give you an “in” on her 
future purchases. 

Today, she’s deciding pretty carefully where OWENS-CORNING 
and for what she will spend her money. That’s F 
why a quality product such as a Fiberglas* In- IBERGLAS 
sulated water heater, is a wonderful decoy to eat 
bring her (and her friends) back to your store 
... for anything from another appliance to a 
complete kitchen or laundry. Owens Corning 
Fiberglas Corporation, Dept. 104-B, Toledo 1, O. 





FI 13] E R G LA S A SWELL FEATURE TO HAVE... A SWELL FEATURE TO SELLi 





APPLIANCE INSULATION 


*FIBERGLAS is the trade-mark (Reg. U. S. Pat. Off.) of Owens-Corning 
Fiberglas Corporation for products made of or with fibers of glass. 


FIBERGLAS IS IN YOUR LIFE...FOR GOOD! 
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Profit Parasites 


CONTINUED FROM PAGE 59 comme 





TAXATION 


Taxes on income, old age insur- 
ance, property taxes, unemployment 
insurance, local business taxes, sales 
taxes, if not paid monthly, and most 
of them are not, become accounts 

ayable when carried over the month, 
but in most instances, the dealer does 
not enter them as such. Yet, taxes 
must be paid in cash, and if he does 
not set aside the money each month 
to pay the tolls, he may be short of 
funds to settle his tax bills and meet 
his other obligations promptly at the 
same time. The tax bills must be 
paid on the due date, or penalties are 
assessed, and so, if the dealer is short 
of working capital, he pays the tax 
and lets his other current obligations 
slide, losing profitable commercial 
discounts, or borrowing money for 
settlement, in both cases, increasing 
expense and decreasing profits. 


RISING COSTS 


The monthly profit and loss state- 
ment is the only way to minimize 
profit absorption by this sponge item. 

Dealers who wait for longer periods 
before getting statements and then 


OPP BPD PD PPP PP PDP PPD DDD 


The appliance dealer who wakes 
up to find himself successful hasn’t 
been asleep in the first place. 


i i i i i 


find that costs have risen since the 
last statement was prepared will lose 
more money than the dealer who gets 
his statements monthly, because the 
latter can mirror the increases in his 
selling prices sooner or take steps to 
effect economies that will offset the 
rising costs. Some dealers maintain 
the same mark-up over costs for an 
entire year and then wonder why 
they show so little profit. This spread 
should be changed percentage-wise to 
reflect the rise in overhead costs, 
otherwise the net profit is correspond- 
ingly reduced. Even if the dealer does 
not raise prices because of competitive 
conditions or other factors, he should 
get a monthly statement to find out 
what the rising costs are doing to 
his profits so that he can, if it is 
possible, take other measures to cir- 
cumvent the result. 

Surveys show that “sponge items”, 
where recorded, average in ratio to 
sales: Depreciation, 1.6 percent, bad 
debts, .8 percent, owner’s salary, 9 
percent, loss on inventory, 4 percent, 
a total of 11.8 percent of sales. The 
omission of these non-billable ex- 
penses explains how and why many 
dealers are always in the hole. For 
some dealers, 11.8 percent is high, for 
other dealers, it is low, but not 10 
percent of the dealers in this field 
include all of these sponge items 
under overhead. Hence, 90 percent 
are either under-pricing their sales or 
recording an inflated net profit on 
their books because they haven’t vis- 
ualized and compensated for these in- 
visible losses. End 
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CAMFIELD’S 


“BIG 4” BONUS PLAN FOR 


(OFFER EXPIRES 


EXTRA PROFITS! == 


HERE'S THE DEAL: You buy three famous 
Camfield Toasters from your Camfield 
distributor at the established wholesale 
price of $15.30 each (in lots of three). 
This entitles you to one additional 
Camfield Toaster at the special price 
of $9.95! You sell each toaster at the 
regular retail price of $23.95. This 
means you gross nearly 42% on each 
toaster, even including Excise Tax. 


@ In the five years since the introduc- 


tion of the Camfield Toaster, Camfield 
advertising has built up tremendous 
public acceptance. Millions have been 
sold, because people everywhere prefer 
Camfield’s exclusive advantages — such 
as handy Twin Controls and Equa- 
Therm heat regulator. Hard-selling 
store material, window displays, and 
promotional pieces—furnished free— 
help you cash in on the growing public 
preference for Camfield Toasters. 


CAMFIELD 


Camfield Manufacturing Co. ¢ Grand Haven, Michigan 
FAMOUS FOR BLUE RIBBON APPLIANCES 
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Ask Your Distributor For This “Big 4” Deal! Call 
him today. If you don’t know his name, use 
the coupon below. We will forward your order 
to your nearest Camfield Distributor. (Limit: 
three deals per dealer.) 


CAMFIELD “BIG 4° BONUS-PROFIT COUPON 


Camfield Mfg. Co. 
Grand Haven, Michigan: 


@ I'll take that Camfield “Big 4” Bonus-Profit Offer of three 
Camfield Automatic Toasters at the established wholesale 
price of $15.30 each (in lots of three), and one additional 
Camfield Toaster at the special price of $9.95! Please ship 
—____deals. (Limited three to a customer.) Please for- 
ward this order to my nearest distributor of Camfield Toasters. 





CITY, ZONE, STATE 
(Offer expires March 31, 1952) 

















| 
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calls on the largest home-goods 
market in the world— 


with the story of the products you sell 


Each week LIFE is read by 23,950,000 people. In the course of 13 
issues this audience grows to a total of 62,600,000 different people.* 
No other national magazine gives dealers the local selling force they 
get with LIFE. It pays to capitalize on LIFE’s local selling force in 
your town by tieing in at the point of sale. 


Feature these products soon to be advertised in LIFE 


MAJOR APPLIANCES 


Marie Designer Contour Lounge— 


Feb. 25 Community Silverplate—page, c. 
Vy page 


Feb. 4 Kelvinator Refrigerator—page, c. 
Feb. 11 Hotpoint—Full Line of Electrical 
Appliances—spread, color 
Admiral Refrigerator—page, color 
American Gas Assoc. Water Heaters 
—Ppage 
General Electric Dishwasher—pg. 
General Electric Vacuum Cleaner 
—page 
Feb. 18 Pfaff Sewing Machines—spread 
Eureka Williams “Oil-O-Matic”— 
4 page, color 
Feb. 25 Singer Sewing Machine—spread, c. 
Perfection Stove—page, color 
Amana Freezers—!4 page, color 
Magic Chef Ranges—] page, c. 
Eureka Vacuum Cleaner—'4 page 


SMALLER APPLIANCES 
AND HOUSEWARES 
Feb. 4 General Electric Toasters—page, c. 
Glidden Spred Satin Paint—pg., c. 
Feb. 11 Westinghouse Bulbs—page, color 
Honeywell Regulators—-page 
Feb. 18 Pyrexware—spread, color 
Sunbeam Mixmaster—page, color 
Serviset by Sutherland—]4 pg., c. 
Clorox—\%4 page 
Feb. 25 O-Cedar Dri Glo Furniture Polish 
—page, color 
Proctor Ironing Set—Y4 page, c. 


HOME FURNISHINGS 


Feb. 11 Kroehler Furniture—page, color 


Feb. 18 Alexander Smith Floor Coverings 
—page, color 
Feb. 25 Samson Folding Furniture—spread 
Lane Cedar Chest—page, color 
Mengel Furniture—page, color 
Welsh Juvenile Furniture—\4 pg. 
Nachman Innersprings—42 lines 


RADIOS, TV, RECORDS, 
AND INSTRUMENTS 
Feb. 4 Motorola Television—spread 
Arvin TV—Y4 page 
Lester Pianos—!4 page 
Magnavox Radio-TV-Phonograph 
—\ page 
Feb. 11 Sylvania Television—page, color 
Philco Television—page 
Hammond Solovox—\4 page 
Feb. 18 Admiral Television—spread 
Motorola Television—page, color 


JEWELRY, CLOCKS, 
WATCHES, & SILVERWARE 
Feb. 4 Seth Thomas Clocks and Watches 

—\ page 
Feb. 11 Keepsake Diamond Rings—Y, pg. 
Feb. 18 De Beers Diamonds—page, color 
Telechron Clocks—page, color 
Art Carved Diamond and Wedding 
Rings—l4 page plus 44 page 
General Electric Clocks—Y4 page 
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Wadsworth Watches—page 


STATIONERY REQUISITES 
Feb. 4 Gibson Greeting Cards—page, c. 
Eastman Kodak Cameras—pg., c. 
Royal Typewriters—page 
Feb. 11 Texcel Tape—4 page 
Feb. 18 Ansco Film—Y4 page 
Texcel Tape—4 page 
Feb. 25 Royal Typewriters—page 
Texcel Tape—page 
Gibson Greeting Cards—¥4 page 
OTHER 
Feb. 11 Ocean City Reels—¥4 page 
Feb. 18 Aladdin “Redi Cut” Houses— 
—\% page 


*From A Study of the Accumulative Audience of LIFE, 
by Alfred Politz Research, Inc. A LIFE reader is any 
person who has read one or more of 13 issues. ° 


9 Rockefeller Plaza, New York 20, N. Y. 
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GRABS A NEW, 
UNTOUCHED MARKET- 


PORTABLE SPOT 
REFRIGERATION 


















A new profit item 
for 
Electrical Dealers 





Dimensions: 
21" Wide—23” Deep 
22%" High * 


wae | 


> 


New 


Dual RSS SHA 


Voltage 







A 


MIRACLE COOLING UNIT 
6, 12, 24, 32, 110, 220 volts 


Dual Voltage—giving any combination of any low 
voltage with 110 volts or 220 
AC or DC any cycle Tiny electric element 
PORTABLE sPoT Silent as the falling snow 





REFRIGERATION 


@ new concept — a new product 
to fill an old need . . . refrigeration 


AVAILABLE IN WALNUT, BLOND 
MAHOGANY AND WHITE FINISHES 





Tremendous dealer sales possibilities 
in this new small refrigerator 


FOR HOMES + FOR BOATS + FOR TRAILERS - FOR HOME BARS - FOR MOUNTAIN AND RESORT 
COTTAGES + FOR BUSINESS AND PROFESSIONAL OFFICES 





FOR FULL DETAILS WRITE DEPARTMENT 10 
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Teen-Age Beauty Contest 





CONTINUED FROM PAGE 61 


own ball on New Year’s Eve in the 
city auditorium. 

Miss ‘Teen-Age TV, in addition to 
having a ball of her own, received a 
T'V screen test; a complete course in 
modeling from Miss VerVeer; a 17 
inch Zenith TV set; and, if the 
girl can meet the requirements, will 
be sponsored in the Miss America 
contest next summer. 

Monthly winners received a Benrus 
“Embraceable” watch and modeling 
lessons. Runners-up received a Zenith 
table model radio. Both of these gifts 
were jointly presented by Heileman’s 
and the Zenith distributor, J. A. 
White Distributing Co. 


Weekly Cost: $150 


“The weekly cost of the whole 
promotion, iedindien the radio show 
ran about $150,” Stanley explains. 

“We handle eight lines of television, 
(Zenith, General Electric, Bendix, 
Sy ivania, Motorola, Philco, Admiral 
and Stewart-Warmer), but we empha- 
sized Zenith on most of our advertis- 
ing, radio show, and all other publicity 
for the contest.” 

In June 1950, Al Heileman bought 
an old city bus, had the seats removed, 
and turned it into a mobile show- 
room. Lately, the bus has been used 
for TV_ installations and carrying 
towers. For this promotion, Heileman 
and Stanley went around to the six 
high schools with their bus and passed 
out entry blanks. The night before 
such a visit Bob Sidney would an- 
nounce over Heileman’s 7:00 to 7:15 
p-m. show which high school the bus 
would visit at noon the next day. Over 
5,000 blanks were passed out through 
these trips. Girls could also get blanks 
at the store or radio station. 

Success seems to ride on the 
shoulders of the Heileman television 
promotions. Last summer a musical 
mystery contest attracted such wide- 
spread attention that the telephone 
company asked people not to call but 
to write letters instead. The contest 
had been spot-checked by the tele- 
phone company and it was found that 
on one trunk line over 33,000 calls 
were attempted in one minute. (Nor- 
mally the volume is about 700 calls a 
minute.) 


Don’t Let Them Die 


Old soldiers may not die; they may 
not even fade away. However, appli- 
ance promotions can do both, accord- 
ing to Stanley. He says, “If you have 
a promotion and let it die, then start 
another one six months later and con- 
tinue that way, you can’t possibly have 
a good response or promotion. 

“We like to run good promotions 
all the time, although not all of them 
are as big as this was. There wasn’t a 
person in Grand Rapids that hadn’t 
heard of our Miss Teen-Age TV con- 
test. We got good editorial space with 
pictures in the Shopping News (circu- 
lation about 60,000) besides our radio 
show, which features Bob Sidney, a 
popular disc jockey. In addition, we 
had a sports broadcast five nights a 
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week which nd — the story 
of our beauty search 

As long as television is going to be 
a big factor in Grand Rapike a pliance 
sales, Heileman’s want to z their 
best to attraet those sales. The TV 
saturation is about 41 percent of the 
175,647 population and is gaining 
about one percent each month. “At 
that rate, we have a long way to go,” 
says Stanley. 

Heileman’s Service started selling 
television in September, 1949. The 
first sets were sold from the back seat 
of a car. Finally, Stanley worked out 
space in the rear of Heileman’s service 
station and garage. Heileman and 
Stanley started adding more sets as 
sales soared and the service station was 
pushed into the background. Now the 
filling station is gone—gone except for 
the building. 

The sales force and service depart- 
ment now include 14 regular and four 
part-time employees. That doesn’t in- 
clude the new personnel that Heile- 
man added through his Teen-Age pro- 
motion. Some girls really got into the 
act with lots of vim and vigor. One 
girl produced over 18 leads, and, natu- 
rally, she was able to win enough gifts 
clothing certificates to buy a hale 
new wardrobe. End 














| Another City Heard From! 


BENDIX 


Automatic Washers 


CHOSEN IN 


BOSTON 


By one 
out of every 
three buyers 


| The proof rolls in! In city 
after city, market after 
| market, surveys show Bendix 





Washers leading the field by 
tremendous margins. Bendix 
not only commands a lion’s 
share of the market. . . but 
also frequently sells as 
much as the next several 
brands combined! 


BENDIX HOME APPLIANCES - Division 
Avco Manufacturing Corp., South Bend, ind. 
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IN SIX DIFFERENT COLORS! 


Beauty, Adaptability, 
Economy Mean Better 
Sales To You 


The demand is there, capitalize on it! The big 
trend in steel kitchens is toward the use of COLOR, 
and HARRISON offers cabinets in six gay colors 


HARRISON SELLS 


CABINETS 


to suit the whims of even the most discriminating 


or color, you'll find HARRISON 


kitchens sell better because HARRISON kitchens 
are better, and your profits go up, UP, UP! 


ON SIGHT 
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Let This Display Unit 
Do Your Selling For You! 


Perfect for attracting attention ... perfect for demonstrating 
Harrison Steel Kitchen features such as the spring-hinge doors, roller 
bearing drawers, “knee-zone”’ recessed sink fronts, insulated quiet- 
closing doors and all the other features that make HARRISON the 
outstanding value in steel kitchens. Remember, your displays are 
the most-effective sales tools you have, and since kitchen sales give PS = 

you more profit per sale than any other item on your floor, it is _— 
important that you display them to their best advantage. With 

this display, your customer can see for herself the superior quality 

of a finished HARRISON kitchen exactly as it would appear in 

her own home! 


Show Them the Features—Features Sell Kitchens! 


























= 
| 

2 da Here are just two of the 

§ 4| many special purpose 

ry" cabinets featured in 


or, 
* 


> <i HARRISON kitchens. 


This free-standing display unit comes 
complete in every detail. Can be 
assembled in less than two hours. 
Other sales aids available. 





1} 
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LAZY CORNER VEGETABLE BIN 
Shelves rotate for Grilled door for air 
easy access circulation 


| 
| 
| 
| 
Harrison offers a complete line of Standard and Custom Cabinets made of | 
heavy gauge steel and finished with beautiful, lasting baked-on enamels. | 
Formica counter tops are available in 100 patterns. Order complete kitchens | 
or single cabinets, in white or pastels. | 
| 
| 
| 
| 
| 
1 






STEEL CABINET COMPANY 
W. FIFTH AVENUE e CHICAGO 44, ILLINOIS 
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SEND THIS COUPON NOW! 


Harrison Steel Cabinet Co. 
4718 West Fifth Ave. 
Chicago 44, Ill. 


Please send more information on HARRISON 
steel kitchens to: 


Name 


Company___ 
Street__ pai e 
| RET SOT eS SRY nator 
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PROVED BEST. 


Amane 


UPRIGHT FOOD FREEZERS 


INDEPENDENT LABORATORY 
TESTS OF 9 LEADING 
BRANDS OF FOOD FREEZERS 
PROVE CONCLUSIVELY 
THAT THE Amana 
UPRIGHT FREEZES LARGE 
QUANTITIES OF FOOD 
FASTER THAN ALL OTHER 
FREEZERS TESTED... AND 
i ee Se 
SUMES LESS ELECTRICITY. 


x 
me cree cee ee ee 


IT'S A TERRIFIC SELLING STORY... 
AND ALL AMERICA 1S READING ABOUT IT! °* 


privet teaiesgin ey -hcue pbc ia  tncte Pac, Some 
its history. Now, with Amana’s sensational “’Proof-Of-Performance” 
pan eater = a ga ns 7 Sea it is impor- 
ae ee ee 

seat paar 
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by Actual Test! 


These Tests Produced the Kind 
of Evidence That Convinces 
Prospects.. They KnowThat the 
Amana UPRIGHT Gives Them 
The Greatest Value For Their 
Freezer Dollar! 


PUT YOURSELF INTO THIS PROFIT PICTURE 

. SEE YOUR NEAREST Amana DISTRIBUTOR 

OR WRITE TO AMANA REFRIGERATION, INC., 

ABOUT THE ‘‘GREATEST PROFIT POTENTIAL 
IN APPLIANCE HISTORY!” 


’ Soe TE ET Peat 
a Le as sae 


ler llomes ie 


ANd Gardens ) Hl ; ‘““BACKED BY A 
Fle CENTURY-OLD TRADITION OF 


e™ TIM big FINE CRAFTSMANSHIP” 


ra | 


arm Journal 
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FOR HOME AND INDUSTRY SINCE 


Reversible 


20” UTILITY WINDOW FANS 


Low-priced, fast-selling. Reversible 1000 
RPM motor. 20” quiet blade. Exhausts and 
circulates air. 2100 CFM. 22x30” panel 
extends to 39”. Silver gray finish. 

No. 4F229. 20” Reversible List, $52.95 


No. 4F224. 16” Non-Reversible $34.00 
No. 4F219. 10” Non-Reversible $21.00 


20” to 30” WINDOW FANS 


Lowest priced. Belt-driven for high air vol- 

ume and quietness. Cools like attic fan. 

1/4 HP standard motor. Also available with 
reversible or 2-speed motors. 

CFM HP No. 

5F76 


5F80 
5F84 





List Price 
$51.00 
64.00 
71.00 


CAle> 


Quality Fans for the Price-M 


1935 


er 


1 20” DELUXE WINDOW FAN 


De Luxe in appearance and performance. 
Exhausts room air or blows in and circu- 


lates refreshing outside air. 


Reversible 


motor controlled by flick of handy switch. 
Quiet 1000 RPM, 115V, fan motor powers 
20” blade. 2100 CFM. 30” panel extends 


to 3734”. 
enamel finish. 


Easy to install in window. Ivcry 


No. 4F231. 20” De Luxe Fan. List, $69.95 


TE 


Hee 


4 
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24” to 48" ATTIC FANS 


Built to outlast the house it cools. Vertical 
Standard motors. 


or horizontal types. 


Blade CFM HP 


4500 1/4 
7500 1/4 
9,600 1/3 

12,009 1/3 

16,200 1/2 

4,500 1/3 

3 
3 
3 


Mount 


Vert. 
Vert. 
Vert. 
Vert. 
Vert. 


Horiz. 
Horiz. 
Horiz. 
Horiz. 


No. List Price 
5F51 $77.00 
5F52 87.00 
5F53 102.00 
5F54 129.00 
5F55 177.00 
5F61 98.00 
5F62 105.00 
5F63 120.00 
5F64 146.00 











WRITE FOR JOBBER PRICES. 








BLOWERS 


MADE AND GUARANTEED BY— 


DAYTON ELECTRIC MFG. CO. CHICAGO 6 
DISTRIBUTED THROUGH 43 NATIONAL WAREHOUSES BY— 


RAINGER, INC. 


GENERAL OFFICES: 740 WEST ADAMS ST., CHICAGO 
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| The Attic Fan Is a Natural 


| 
| 


| 
| 
| 





2. When you have a prospect, 
how do you sell him? 


We call on the telephone and make 


| an appointment, once we've gotten 
hold of a prospect. Then we sit down 


with him in his own home and it is 
at this conference that the prospect 
is sold or he isn’t. There are many 
fine selling points in favor of the attic 
fan. One is in the cost of operation. 
He can be shown too, that the cost 
of the fan is negligible since he starts 
using it about the time the days get 
longer and the light bill gets smaller.” 


3. Do you make many sales 
through contacts with con- 
tractors and builders? 


Many architects, builders and con- 
tractors are completely sold on attic 
fans. ‘They are always open minded 
on the question of ventilation and 
can be shown the advantages of the 
attic fan in a very few minutes. But 
most of the time, these men are too 
busy to stop and talk with you if you 
make a special call on them. We find 
that the best time to bring up the 
attic fan is while we are working or 
talking with them about work we are 
already doing with them. 


4. What other major sales meth- 
ods do you use? 
“Demonstration. We often take a 

prospect to a_ satisfied customer’s 

home—sometimes, we even send them 


| over alone—and I frequently use my 








own home to demonstrate the opera- 
tion of an attic fan. 

“We sell service. The buyer knows 
he can get first class service any time 
his fan needs it, and from the place 
where he bought it. 

“We sell special features of the fan, 
such as its noiselessness, its looks and 
its durability. 

“We sell it as a package deal by 
maintaining contracts with electricians 
and carpenters of our own choice, 
who have worked with us for several 
years. One flat price is quoted for 
complete installation. 


CONTINUED FROM PAGE 67 





“We sell by utilizing all the helps 
and advertising which the distributor 
and manufacturer provide for us. 

“We sell by keeping fresh displays 
in the window and eye-appealing ex- 
hibits on the shop floor. 


5. How do 


ou compete against 
the tren 


to air-conditioning? 
“Despite the rising trend in air-con- 
ditioning, it is still the luxury item of 
ventilation and fairly expensive. We 
meet the competition through price, 
mainly, and through opposition to the 
unnaturalness of air-conditioning. Day 
in and day out, during the summer, 
people want to be cool and comfort 
able at the lowest possible cost. An 
attic fan fills this need by improving 
on nature—it’s the same air you 
breathe and feel whether you are in- 
side or out and it cools by natural 
breeze. Your sleep is in natural cir- 
cumstances and your resistance is in 
no way upset. And, you get it at a frac 
tion of the cost of air-conditioning.” 


6. What is the future of the attic 
fan? 


“It is a natural—probably the best 
ventilation yet devised, considering 
the cost. I began selling attic fans 10 
years ago because I saw its great fu- 
ture, and because of the fact that it 
balances my heating business—heating 
for cold weather and cooling for hot 
weather. 

“As to its future, consider the 
possibilities of the rural market. At 
the present time we are unable to ex- 
tend our business to these areas be- 
cause of the limitations imposed on 
us by a shortage of qualified salesmen 
to cover them, but we are not unmind- 
ful of them. As new power lines go 
up, customers on these lines first buy 
refrigerators, ranges, radios, washing 
machines and other major items. Then 
eventually they get around to thinking 
of ventilation and personal comfort. 
That time is about here, and the attic 
fan was made to order for it. The 
future of the attic fan, in the rural 
areas alone, is unlimited.” End 















































FEBRUARY, 


1952—ELECTRICAL MERCHANDISING 











Model 1005—20” Mahogany, Smart new 
showpiece, with Full-View ‘Super 
Dynamic Tuner” control. 

Model 1006—Same model, in Blond. 


NO "NAMBY-PAMBY” CLAIMS! 
NO WEAK-KNEED PROMISES! 


A MUST FOR YOU IN ’52...FOR EXPANDING SALES! 
The latest market studies show television sales satura- 
tions up to 71 per cent. That means you must “beat 
the bushes” for fringe business if you want to expand 
your sales during 1952. You need Hallicrafters . . . the 
ONLY television that GUARANTEES 150-MILE 
PERFORMANCE! Remember, Hallicrafters has the 
EXCLUSIVE, $2,000,000 Dynamic Tuner. This famous 
tuner, with its precision photo-etched circuits, delivers 
a clearness of picture and long-range performance un- 
matched by any other set! 


Tallrera tere 


WORLD’S LEADING MANUFACTURER OF PRECISION RADIO & TELEVISION + CHICAGO 24 
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Compressor 





\ 


“Tune In” 


Heatt-o- Cold” 





on your greatest profit 














- 





J J 
Top Cooling Capacity... 
thanks to the RCA “Heart-Of-Cold” Com- 
pressor—rated tops in comparative tests. 
Hermetically sealed. 5-Year Warranty. 
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Greater Air Flow... 


thanks to the new exclusive RCA “Airflow” 
Grille designed for widest, fullest air circu- 
lation to all parts of the room. 
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opportunity since TV ! 


- Air Conditioners ! 


RCA is helping you go after the HUGE complete range of displays and merchandising helps. 
untapped market for room air conditioners ! With a full-scale national advertising 
With a complete line, handsomely styled, superbly campaign in LIFE and on all RCA Victor 
engineered, and aggressively priced to sell. With a radio and television shows. 

















0 , 2 R¢ AVC TOR De) 
. eS TELEVISION @5 ep 
(3 ee (WV 


RCA VICTOR DIVISION ~ 


RADIO CORPORATION OF AMERICA 


Cah 
KCA makes your home @ better place to lve f aps eh facsaeso 


vice by RCA Service Company, Inc. Full 
profit! No parts to stock. No service worries. 
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MR. ELECTRICAL DEALER 


Day after day, the people in your territory who are about to build 
their own new homes are located by the world’s largest construction 
news gathering organization. 

Then . . . a book of catalogs, illustrating and describing 


the varied products needed for new homes, is mailed to these prospects 


of yours. This book — Home Owners’ Catalogs — is used and kept 


while these prospects are planning what they will want to buy 
for their new homes. It is important to you that the products you stock, 
show and sell are completely described to these buyers before 


they make their final decisions. 


That is why so many leading manufacturers of 

the products that are bought for new homes 
distribute their consumer catalogs in Home Owners’ 
Catalogs. These companies know that this is 

the way to do a thorough pre-selling job 

for you. They kvow these people are prospects 


for you because home-planners must buy the 





kind of things you sell. 


Find out how you too can get the names and addresses 
of hand-picked, pre-sold prospects in your territory. 


MAIL COUPON TODAY 


Tell me how I can get the names and addresses of prospects for 
new-home products . . . iv my territory (37 Eastern States only). 


NAME_ 


COMPANY we ee 


ADDRESS ZONE STATE 


HOME OWNERS’ CATALOGS 


Dept. EM, 119 West 40th St., New York 18, N. Y. 
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Big Chief Slumber 
Sells Blankets 


es CONTINUED FROM PAGE 66——— 


Since the blanket had been held up 
broadside toward the audience while 
bidding was in progress, nobody was 
aware that Chicf Slumber was right 
behind the blanket. The winning 
bidder came forward to get her blan 
ket and the two men holding it up 
revealed the Indian. The surprised 
buver was advised that the Indian 
went with the blanket and that she 
had to take him home with her. 

The television station, WLW-TYV, 
furnished a taxi to take the couple 
home. As an added surprise, the hus 
band of the winner was advised of the 
gimmick, and when he got home he 
went along with the gag and raised the 
devil because his wife had brought 
an Indian home. He indignantly or 
dered the red man out of the house 





A smart appliance dealer won't 
care if 4 salesman thinks as long as 
it doesn’t interfere with his work. 





to spend the night on the front porch, 
which was all a part of the scheme 
The Indian sat on the porch all night 
with his electric blanket connected to 
protect him against the cold snowy 
weather, while thousands of people 
drove by the house to see the spec- 
tacle. 

rhroughout the promotions in the 
stores, the Indian never spoke a word 
When people asked about the blanket 
department and where they could buy 
them, he would merely grunt, “Ugh!”, 
then point to the nearest arrow indi- 
cating the direction to the department 
and pass out a booklet, “Things to 
Know About Electric Bed Covering,” 
written by Ben Kaufman, supervisor 
of the Dealer Sales Dept. 


Never in Department 


To attract greater attention to the 
blanket, the Indian never stood 
around in the electric blanket depart- 
ment. He walked around the entire 
store and outside on the streets. All 
blankets were displayed in their regu- 
lar place so that customers would not 
see a display during the promotion at 
one spot, then have to search for them 
elsewhere later. 

“We were lucky to have good blan 
ket weather during the promotion,” 
Wolf points out. “Snow, cold weather, 
and all the other wintry conditions 
which whip up interest in electric 
blankets.” 

All the stores reported good sales 
during the time the Indian served 
them. J. C. Penney sold out the first 
time he appeared. After a_ reorder, 
Chief Slumber helped sell the second 
shipment on his return engagement. 
Throughout all the stores sales ran 
much higher than previous _ pre- 
Christmas sales. In fact, the gross 
sales were triple that of any other 
promotion’ on electric blankets spon 
sored by the Cincinnati Gas & Elec- 
tric Co. End 
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TELEVISION 


Magnavox 


@ Don Gabbert of Minneapolis knows that his best chance for 
top profit in radio and T'V lies with Magnavox. That’s why he 
concentrates on selling Magnavox to the tune of a half million 


dollars a year. 


@ He says you can sell Magnavox with the confidence that no 
fellow dealer is going to steal your sale by “discounting” 


or price- cutting. 


@ Price protection is only one of the vital factors in the Magnavox 
franchise which enables dealers to build up volume business for 


themselves—not for some chiseling competitor. 


e Every Magnavox dealer enjoys this assurance. It is one of the 
“Big 7” fundamentals of the franchise that makes Magnavox 
your best profit opportunity. The Magnavox dealer is essentially 
and no 


a “‘partner’’ with the factory and his fellow dealers... 


partner cuts another partner’s throat. 


REASONS WHY 


Magnavox 





1. Protected Market 
. Direct Dealings 
. Longest Discounts 
. Reliable Prices 


. Sound Merchandising Help 
. Staunchest Owner Loyalty 
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is Your Greatest Profit Opportunity 


Each Magnavox dealer enjoys these positive and 
profitable advantages of the franchise 


- More Advertising Dollars per Dealer 


COMPANY 


Did A Half Million Dollar 
















Business In 1951 


e “I like the Magnavox way of doing business,’ says Don Gabbert. 
a large 
list of loyal Magnavox customers, a happy selling organization 


“Tt has given me a profitable business over the years... 


and assurance of continued profits in the future.”’ 
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The Magnavox Belvedere 







Representative of the famous Magnavox line 
is the magnificent Belvedere, a complete home 
entertainment center with AM-FM radio- 
phonograph and 20-inch television. Available 
also as radio-phonograph to which Magnavox 
TV can be added. In mahogany or blonde finish. 








Better Sight 
Better Sound 
Better Buy 
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Don't Half-Sell .. . Half Your Markets! 


SELL AL 


ROOM AIR CONDITIONING 


SELL RIGHT! -- 


icoa 


INDUSTRIES 


of 


HOTELS 


re” 


DOCTORS and 
DENTISTS 


SMALL STORES 


¢ INDUSTRY’S MOST COMPLETE LINE... 
70 models to sell... for every type 
installation ... for every prospect... yet 
you need stock ONLY SIX! 


SOLD NATIONALLY by the greatest forces 
In the distributing business. 


Write vi.'srcnes ousaumr Today | 


ewunglov: 
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AIR CONDITIONING 


DIVISION OF REMINGTON CORP 
AUBURN. NEW YORK 


| 


MANUFACTURERS 





0. A. SUTTON: He read between the lines. 


New Line for Sutton 


An ambitious manufacturer who ignored the 
advice of marketing experts in getting into the fan busi- 
ness, adds an air conditioner to his line 


\ little over six years ago the wat 
born O. A. Sutton Corp., anxious 
ibout its postwar future, built experi 
mental models of an air circulator on 
which it held patents and sent them to 
testing laboratories. At the same time, 
the Wichita firm called in a group of 
business consultants for an evaluation 
of its plans for merchandising the fan 
in the postwar market. 

From the enginecrs came enthusias 
tic approval of the new fan 

But from the business analysts came 
1 recommendation that the compan 
not enter the fan busi rheir d 
ision was accompanied by a detailed 
list of reasons why O. A. Sutton should 
not attempt to gain a foothold in th 
fan market 

Yet today, the company is a million 
lollar ving an 
important place in the fan industr 
And last month the man who had read 
between the lines of that negative 
market report was enthusiastically ex 
panding firm into the booming 
room air conditioner market 

The firm’s latest move represented 
no snap judgment. As early as 1948 
Sutton had realized the necessity of a 
broader production base for both the 
factorv and for his distributive organi 
zation if they were to continue their 
growth. With expanded plant facili 
ties at hand and with a well organized 
organization in the field, Sut 
became convinced that another 


ness. 


losed corporation occuy 


his 
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line could be manufactured and mar 
keted efficiently. The logical addition 
for a company already involved in the 
fan business was the rapidly expand 
ing room air conditioner field. 

Design and engineering work got 
underway immediately and Sutton 
added B. W. Jewell and Dan Mull, 
both veterans in the air conditioning 
and refrigeration fields, to his staff. In 
drawing up his marketing plans Sut 
ton needed little outside help. He de- 
termined to follow the pattern which 
he feels has been vital to his firm’s 
uccess in its fan business: produce a 
quality unit to be sold on the basis of 
performance, styling and quality rather 
than on price appeal. In most cases 
the air conditioner will be mar 
keted through Sutton’s present dis- 
tributors and through exclusive key 
dealers. 


The 


new 


Background. ©. A. Sutton 
Corp. was originally organized as Ait 
craft Welders, Inc., an aircraft sub 
ontractor, in 1939. During the war 
the company supplied a substantial 
percentage of welded aircraft motor 
mount assemblies. At one point the 
firm purchased several patents on air- 
craft fabrication; included among these 
were several patents on the Vornado 
uir circulator. The performance of ex- 
perimental models of the new unit led 
the company to consider air circulators 
as postwar business. 

But marketing experts hired by Sut 
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Admireal...First with"No Defrosting” 


how first again with 


it’s another scoop for Admiral—and more good news for 
Admiral dealers all over America! Just as Admiral’s first 
“No Defrosting’’ refrigerator opened up a whole new field 
of selling strategy, this latest Admiral development brings 
automatic defrosting within the reach of all and gives sales- 
men an answer to every housewife’s particular need. 


Thus Admiral dealers—and Admiral dealers alone —can 
effer four solutions to the defrosting problem. First, of 
course, is the Dual-Temp, America’s most-wanted refrig- 
erator ... where foods don’t dry out, and there’s no de- 
frosting, ever. Next come the two new kinds of automatic 





} 


\ 





defrosting, one an Admiral improvement on the conven- 
tional automatic method and the other—‘‘Flash Defrost- 
ing’’— Admiral’s own invention to eliminate many of the 
known drawbacks to automatic defrosting. Lastly is the 
manual operation available at typical Admiral savings. 


For full particulars about Admiral’s new and remarkable 
“Flash Defrosting,” check with your nearest Admiral dis- 
tributor. And always remember that developments like 
these are just one of the many reasons why it pays to have 
an Admiral franchise! 


Admiral Corporation, 3800 W. Cortland St., Chicago, Ill. 


2 KINDS OF | 
AUTOMATIC 
DEFROSTING 
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| MORE, MORE, MORE PROOF THAT 


Admiral 


IS THE FASTEST-RISING POWER IN ALL THE APPLIANCE sentient 
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It's smart to have the answers! 


In romance or in business the salesman can insure his 

survival and pave the way to success by having the right answers. 

In other words, when your customers ask about the 

steel in products you sell, it will help you make the sale if you 

know about Armco Special-Purpose Steels. 

One of these is Armco ALUMINIZED Steel. You'll find it in many 

of the appliances you sell. ALUMINIZED Steel is used in vital parts of 
room heaters, for the insides of toasters, for oven liners and 
reflectors in ranges and many other parts. Here are questions 


your customers may ask—and the right answers: 


Is this metal a solid aluminum alloy? 

No. It is a sheet of steel coated with aluminum by a patented 
method. It is actually dipped in molten aluminum, 

What advantages does this material have? 

The steel core provides the strength—the two metals together resist 
a combination of heat and rust better than either metal alone. 

What about heat reflection? 

Armco ALUMINIZED Steel has a high degree of heat reflectivity. 

It will turn back approximately 80 per cent of the radiant heat 
thrown against it—an important reason for using it 

in room heaters and oven parts. 

Make a note of these selling points of Armco ALuMiNizeD. They 
will help you move appliances that have parts made of this 
Armco Special-Purpose Steel. Customers like to be told 

about plus values in products they buy. 


ton felt that the fan business held dis 
advantages which outweighed its ad 
vantages. They pointed out, and 
Sutton agreed, that: 

(1) Historically, the fan business 
had been dominated by a very limited 
number of firms. 

(2) Fans were seasonal items and as 
such would present a manufacturer 
with problems as far as financing, em 
ployment and procurement were con 
cerned. 

(3) There would undoubtedly be 
many other postwar additions to the 
field. 

(+) Sutton lacked an _ established 
trade name and it would be expensive 
to undertake the necessary promotion. 

(5) Distributors and dealers con 
sidered fans to be “traffic’’ appliances 
ind did not concentrate sales effort on 
them; as a result they preferred to 
stock nationally branded lines. 

(6) General cconomic conditions 
were unsettled, considerable invest 
ment would be required for plant con 
version and training a labor force, and 
raw materials were in short supply. 

The Other Side. In the face of this 
negative report, Sutton managed to 
extract from it enough information to 
confirm his determination to enter the 
business. The report indicated, in the 
first place, that basic designs and prin 
ciples had not changed in over 25 
years and Sutton felt that a new type 
of fan would find acceptance. Vor 
nado’s patented twin cones obviously 
marked a departure in principles from 
conventional fan designs. 

In addition, Sutton felt he could 
overcome the distribution problems 
outlined by the business consultants 
by marketing his fans through major 
appliance distribution channels. In ex 
change for the specialty selling effort 
of major appliance distributors and 


Diamonds in the Dust 


dealers, Sutton set up a proht struc 
ture which would enable these outlets 
to show a profit in return for their 
selling effort. 

Entering the Market. Sutton’s ap- 
proach to the fan market reflected the 
same caution he had used in making 
his decision to manufacture fans. Dis- 
tributors in every market area were 
carefully screened for selection on a 
long-term _ basis (With consumer 
goods then in short supply, Sutton had 
little trouble in picking distributors 
who met his requirements.) Seventy- 
five percent of the firm’s original dis 
tributors still handle the Vornado line. 
Io supervise distributor operations 
cleven district managers were 
selected and given complete authority 
in their respective areas. (The district 
heads report to management only on 
policy matters.) The distributors were 
set up on an exclusive basis in_pro- 
tected territories and higher than 
usual profit margins were established. 

It was at this time that Sutton de- 
cided to by-pass the low price market 
and offer the Vornado air circulator 
as a quality product retailing in the 
middle and high class price ranges. 
Originally, the cheapest unit was 
$49.95 and only a desk and pedestal 
model were offered. Since then, how- 
ever, the line has been expanded to 13 
models and prices now range from 
$24.95 to $129.95. 

During the first four years, advertis- 
ing and promotion were designed to 
build distribution by acquiring strong 
kev dealers. Promotion, advertising 
ind merchandising were conceived at 
the factory level and carried out in the 
field by district sales managers. 

Most of these principles of merchan- 
dising are being used to establish the 
Wichita firm in the room air condi- 
tioner business. This new field may 


sales 


ARMCO 
STEEL CORPORATION 


1372 Curtis Street, Middletown, Ohio ® Plants 
and sales offices from coast to coast 


Export: The Armco International Corporation 
oe Teel 


( oC" ) EVEN THE PUBLICITY MAN admitted that what’s happening in the picture 

RMC above is an unlikely occurrence—but it makes a god story. It seems that Reine, 

b> Oo Soe Inc., swank New York jewelry store, uses a Westinghouse hand vacuum cleaner 

V, to clean out its velvet-lined showcases and window displays. And if a diamond 

ever tumbled out of the jewelry tray onto the velvet, it could quickly be separated 

from the other dust in the cleaner’s bag. Showing how it could be done if it had 

to be are Westinghouse’s W. E. Slabaugh, Maurice Shire, manager of the store, 
and Patricia A. Dennery. 
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extra work space f 


anywhere in the kitchen! \ 
Women like the Wheel-about 
because it gives them an 
extra table top that 
a disappears when not in use. 
—“}~. A real step-saver, too, since 
it rolls easily and turns in 


\ 





extra storage space 
~~ _~ within easy reach! 
LAY A large drawer on roller ball 
MY bearings holds small cooking 


Ps utensils. Two spacious bins 
provide ample storage space 
for cake tins, sauce pans, etc. 


...it’s the exciting new 


Hntiverctad 
gas range with the exclusive 


aa\Viveoelnelt 
& 


extra table-top Storage Cart 








handy cutting-board top! 

A hard-maple, non-warping 

board securely set in the 

cart frame gives the house- 
> wife a real ‘butcher's block 
| Lifts out for easy washing 








Saves steps...saves work... at the range... the sink, 
the refrigerator ... and disappears when not in use! 





A limited number of Universal 
Gas Range franchises are now 
available in certain localities. 
Act Today! For complete information 
about your opportunity— 
write, wire or phone... 


CRIBBEN & SEXTON CO. - 








>, 


Not since automatic controls has any cooking appliance offered 
such dramatic new impact on the sales floor! 

The range itself is Universal’s famous, fabulous Marlboro 
model with all the great Universal features that have won the 
loyalty of millions of good cooks. But the exclusive new 
Wheel-about cart feature is the big news—the good news for sales. 

Backed by a powerful merchandising program, it will be 
the most effective store traffic-builder in the business—a “plus” 
sales feature that will put Universal dealers farther out front 
than ever in 1952! 


700 N. SACRAMENTO BLVD. « CHICAGO 12, ILL, 





ELECTRICAL MERCHANDISING—FEBRUARY, 1952 











CAHOT PROFITS 
EICOOL COMFORT 


usAlRconpinioweR 





Ger ser now with usAIRco. Year 
after year, USAIRCONDITIONERS 
are money-makers because they 
have the features most buyers 
want. 


They're SMALL, POWERFUL 

Handsome modern unit is 
smaller than average, yet keeps 
rooms 10-20 degrees cooler than 
outside temperature. 


They're GUARANTEED FOR 5 YEARS 
Customers like the protection 
of the guarantee. You will like 
the trouble free service of sealed- 
in compressor units. 
They're EASY TO INSTALL 


Fit regular double hung win- 


dows. Connect to house current— 
And you’re ready! 


EVERYBODY WANTS ONE 


Professional and businessman 
want the extra comfort for them- 
selves and clients—and the extra 
business the comfort brings. 


Hay fever and other allergy 
sufferers want the wonderful re- 
lief of clean, cool, filtered air. 

Everyone wants sleep on hot 
nights, refreshing coolness for re- 
laxation after work. 

Get in on this big market early! 
Be the first to profit with usAIR- 
CONDITIONERS in your area. 


A FEW DISTRIBUTORSHIPS 
ARE STILL OPEN 


Get on the Bandwagon...Mail the Coupon Now! | 





Name 
Firm 
Address 


City 


3380 Como Avenve S. E. 





Zone 


UNITED STATES AIR CONDITIONING CORPORATION 
3380 Como Avenue S. E., Minneapolis 14, Minnesota 
Please send me information on the usAIRco merchandising 


plan for 1952, and advise the availability of dealerships or 
distributorships in my territory 


State 


UNITED STATES AIR CONDITIONING CORPORATION 


Minneapolis 14, Minnesota 
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hold new problems for the firm. They 
can hardly be expected to stop Sutton. 
who a scant six years ago found him- 
self with no sales force, no established 
material sources, no blueprints or spec- 


ifications and a plant equipped to 
manufacture nothing but aircraft as- 
semblies and still managed to make a 
successful entry into the high competi- 
tive postwar appliance business. 


Shortages Ahead? 


Manufacturers in their year-end statements don’t 
cry “shortage” but generally insist that enough goods 
will be on hand to require heavy selling 


On New Year’s Day lots of people 
make a resolution not to talk so much. 
But the holiday apparently has an op- 
posite effect on business men—or their 
publicity agents—and from the flurry 
of “year-end” statements one can get 
a fair impression of what’s happening 
in industry. 

The picture as it emerged from these 
statements was not an entirely happy 
one. Many manufacturers said pros- 
pects for the coming year were “good” 
but many tempered this statement 
with warnings that heavy selling and 
promotion might be necessary. 

Similarly, many firms called atten 
tion to reduced output in the year 
ahead but many of these companies 
also apparently felt that even thesc 
cutbacks might not demand 
ahead of supply 

Briefly, here’s the way manufactur 
ers and trade sources look at the appli 
ance picture (for a summary of opin- 
ions on TV’s future, see page 118): 

Casco’s John Reidy: “The outlook 
for general housewares is good. No 
real shortages are expected until 
the half-way mark of °52. . Con 
sumer purchases will step-up 


tor C 


Trophy for TNT Winner 


4 


Don’t cast aside your selling tools as 
vou slowly get back in the driver's 
seat.” 

G.E.’s Ralph Gordiner: With a lib- 
cral use of substitute materials, G-E 
hopes to produce 75 percent of the 
appliances, radio and TV that it turned 
out in 1951. 

Fedders-Quigan’s Salvatore Gior- 
dano: Fedders’ share of the room air 
conditioning market (estimated at 20 
percent of the total in 1951) should 
grow larger in 1952. 

Westinghouse’s Gwilym A. Price: 
“Production of consumer products 
during the past year at Westinghouse 
was down only 10 percent from the 
record year of 1950. It is anticipated 
that even deeper cutbacks on civilian 
goods output will be called for during 
the first six months of 1952.” 

Hoover's J. F. Hattersley: A “some- 
what better vear” is foreseen in 1952 
but use of substitute materials and a 
“large inventory of finished products” 
are expected to keep “our sales depart- 
ment supplied with sufficient clean- 
ers to meet the needs of the buying 
public.” 

Arvin’s Gordon T. 


Ritter: “Even 


MIDWEST division manager H. R. Singleton, receives a trophy as winner in the 
division managers group of Florence Stove’s “TNT” sales training contest. Pre- 


senting the award is C. Fred Lucas, vice-president in charge of sales 


president Robert H. Taylor looks on 
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Florence 


1952—ELECTRICAL MERCHANDISING 








ty 


ee 
eS 
th 


peste Sed fe Be 






































Complete World-Wide Coverage on 
the 4 Internotional Short Wave 
Bands—the most populor 16, 19, 
25 ani 31 Meter Bancs. 


Two Continuous Tuning Bands 
newly incorposated to provide com- 
plete coverage from 38 to75and75 
to 150 meters (2 to 3 Megacycles). 


New Weather and Marine Coverage 
for up-to-the-minute marine weather 
reports, ship-to-ship and ship-to- 
shore phone conversations. 


*Reg. U. S. Pat. Off. 











And Remember... you don’t have to be a “Big” 
Dealer! With just 2 feet of counter space the Super 
Trans-Oceanic builds its own traffic . . . 
own sales and chalks-up new profits for you! 


the ZENITH SUPER TRANS-OCEANIC 


(4 — 








at ranks 
with the biggest 
and best of ’em! 


3 


Ever stop to think about “big ticket” sellers in terms of 7 
turn-over? If so, you’d know the Zenith Super Trans- 7 
Oceanic’s a “big ticket” item that ranks with the biggest | 
and best of ’em. For it knows no season... sells as good © 
at one time of the year as at any other—Summer, Winter, 
Fall or Spring. 


Better turn this over in your mind for a while—just long 
enough to realize what this means when compared with the 
highly seasonal turn-over of your other “big ticket” items. 


“The Trans-Oceanic’s a real ‘big ticket’ seller we can’t 
afford to overlook for consistent year-around sales and 
profits.”” Hundreds and hundreds of 
dealers have told us as much. And it'd 
pay you well to stock up and sell the 
| Super Trans-Oceanic NOW — before the 

guy down the street gets wise to what a 

dependable money-maker it really is! 


ee ae ae Se 


makes its 


Works on Trains, Planes, Ships, in 
Steel Buildings with Zenith’'s own 
detachable Standard Broadcast 
Wavemegnet® Antenna. 


Completely Humidity-Proofed 
against the loss of sensitivity and 
breakdown of vital components in 
any climate. 


ELECTRICAL MERCHANDISING—FEBRUARY, 1952 








ENITH 


oon osmcee RADIO 
and TELEVISION 


PAGE 163 









Drawing for Mexican T 
EM I Pare 
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will get YOU 
a bigger share of 





AMERICAN AIRLINES stewardess Peggy Nolan draws the name of a winner in 
Webster-Chicago’s ‘‘Wings to Mexico’ contest for distributor salesmen. At left 
s sales promotion manager H. R. Letzter and at right is Norman C. Owen, dis 
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THE BOOMING 
AiR DRIER BUSINESS 


tributor sales manager 
Webcor dictation machines 


=i 
iD 


Entrants qualified 


for the contest through sales of 





“—the dehumidifier . . . has caught the public’s fancy 
in a big way,” The Wall Street Journal reports, and 
adds that 1951 sales more than doubled sales in 1949. 
Even larger 1952 sales are predicted. 

Oasis dealers agree! They report large demand... 
customers who come in and ask for air driers. . . satis- | 
fied customers who tell their friends about Oasis Air 
Driers, so that one sale makes another. And best of 
all—Oasis dealers close 9 out of 10 demonstrations 
with a sale! 


with restricted production we fee! 
that there will still be ample supplies 
of traffic appliances on the market and 
it is going to require some imaginative 
promotion and selling to keep thes¢ 
inventorics moving 

Alex M. Lewyt: Continued mate- 
rial allocations will have a direct bear- 
ing on future appliance production. 
“As material restrictions become even 
tighter the only salvation for the in 


HERE’S HOW THE MOISTURE MONSTER 





dustry will be in the development of 
alternate materials. . While 1951 
has been a satisfactory vear for us we 
are looking forward to even greater 
sales in 1952.” 

NAED’s Charles G. Pyle: Electrical 
appliance distributors “are moving 
into 1952 in a much better inventor 
ondition . . . some surplus of inven 
tory by the spring of 1952 may prove 
beneficial in view of anticipated cuts 
in production . . . it is probable that 
specific shortages will develop in cer 
tain lines and on models of 
ippliances as 1952 progresses.’ 


NEMA’s W. J. Donald and A. J. 


BRINGS CUSTOMERS TO YOu! 


National Ads! The Moisture Monster is the atten- 
tion-getting “villain” in this year’s Oasis advertising— 
fin leading national magazines. Every 
fad carries a coupon for inquiries— 
p coupons you can turn into sales with 


ee al 


demonstrations! 


Display and Sales Materials! The 
Moisture Monster is a floor display 
your customers can’t miss! And to tie 
you into the big national Oasis adver- 
tising campaign, there are plenty of 
selling aids: Points of sale. . . news- 
paper mats . .. direct mail. Plus a tested 


certain 


and proved sales promotion plan! Nesti: “Sales of appliances were, for 
a ht os nasi the entire vear of 1951, 10 percent 
less than 1950 sales. This reversal of 
trend was due largely to the severe 


decline in sales of refrigerators during 
the last few months of the vear. Man 
ufacturers of some of the new appli 
nees experienced heavy gaims. In 
1952, appliances are expected to suf- 
fer a drop in sales varving between 10 
percent and 25 percent from 1951, 
with an average drop of approximately 
15 percent.” 


OASIS Ait Diier 


ELECTRIC DEHUMIDIFIER 


Made by the World's Largest Manufacturer of Electric Drinking Water Coolers 


THE EBCO MANUFACTURING CO. 
405 W. Town Street, Columbus 8, Ohio 


Give me the facts on the money-making Oasis 


Get all the facts 
about the profit- 
making OASIS 


proposition. 
a atid NAME PR ee Manufacturer Briefs 
MAIL THIS ADDRESS sabehncatindes fae Sl ee Bl 
' @ A $245,000 plant expansion pro 
COUPON TODAY! nt... — —_—_ZOne STATE | gram has been completed by Tuttle 





| & Kift, Inc., 
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manufacturers of surface 










cooking units and special electric 
clements. Included are a new 28,000 
square foot building and a modern 
home economics laboratory. 


@ Kasco Industries, Inc., has an 
nounced a five-vear guarantce on six 
fans in its deluxe line. New ‘“‘fact 
tags” contain the guarantee and a 


detachable business-reply postcard on 
which the purchaser records the date 
and place of purchase. 


@ ‘The American Central division of 
Avco Mfg. Corp. has become the 
American Kitchens division to coin 
cide with the trade name under which 
the firm’s sinks, cabinets, and kitchen 
accessories are marketed. 


@ Moe Light, Inc., has completed 
negotiations for an additional manu 
facturing plant in Princeton, Ky. The 
firm has also completed a new build 
ing in Fort Atkinson, Wis., adding 
40.000 square feet of space. 


® Retail price increases of $5 to $15 
have been announced on three Inter 
national Harvester home freezers. 


@ Immediate deliveries of the British 
made Murphy radio can now be mad¢ 
to any part of the United States from 
stocks on hand in New Orleans. John 
McCullough, director of International 
Manufacturers, has announced that 
the sets are being warehoused in New 
Orleans with duty paid. A complete 
stock of parts is also maintained there 


@A proposed merger of Whirlpool 
Corp. and the Clyde Porcelain Steel 
Corp. has been approved by the boards 
of both firms. The more than 400,000 
square feet of manufacturing and ware 
housing area in the Clyde plant will 
permit sharp expansion of Whirlpool 
production schedules. 
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only BHKG soni 


IS SO extra 


“(\F ALL national magazines, 

Better Homes & Gardens does 
the most to interest readers in our 
merchandise!” So says a healthy 
plurality of appliance retailers —and 
they ought to know. 


It’s more than the fact that 3 out of 4 
of the 3%-million BH&G families 
own bigger-than-average homes, do 
lots.of home entertaining, and so are 
“naturals” for helpful appliances. 


It’s more than the fact that BH&G 


is the biggest magazine of special in- 
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terest to homeowners—or that 7 


out of 10 families building homes 
read BH&G. 


It’s all that PLUS the fact that these % 


3%-million better-income families 
are screened for the BUY on their 
minds —and consider BH&G their 
family buying counselor ! 


What they see in BH&G commands 
their attention and respect — whether 
it’s a report, a suggestion—or an 
advertisement of your wares! 


1952 


a 
PAA ykk 


Serving a SCREENED MARKET 


7 


of 3'2- Million Better Families 
MEREDITH PUBLISHING COMPANY, Des Moines, lowa 
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CONVENTIONS 





DISTRICT MANAGER F. W. Mortenson and a cardboard Indian pose during 


Perfection Stove’s December sales meeting 


meeting: ‘‘We're on the Warpath.” 


Indian illustrated the theme of the 


Show 29 New Models 


reflects its confidence in 
its distributors a line of 29 


Perfection Stove Co. 


Another FIRST for DULANE... the year ahead by showing 


Smart decorator colors to har- 


monize with any kitchen color 
scheme . . . an added sales plus 
to please the color conscious 
homemaker. Set up an attractive, 
colorful display with these gay 
new Fryryte beauties and reap 
the harvest of sales that will re- 
sult from this eyecatching array. 
Now, Fryryte, the original, is 
not only the best but the gayest 
automatic electric deep fryer. 


ALSO BE SURE TO INVESTIGATE 
THE VAST MARKET OPEN TO YOU IN 


Griginal 
DULANE B. 


ELECTRIC BUTTER CONDITIONER 
e Fits any refrigerator * Keeps butter 
spreadable ¢ Helps keep butter sweet, 
fresh © Saves shelf space in the 
refrigerator. 
Ask about the special 
B-200 Profit package 


DULANE INC., RIVER GROVE, ILLINOIS 


new ranges and heaters 


Prefection Stove Company ex 
pressed strong confidence in the 1952 
business outlook by introducing 
29 new models at its national sales 
convention, December 17-19 in 
Cleveland. 

Nine electric 


ranges, eight new 


vented gas heaters, six unvented gas 
heaters and a half dozen oil-burning 
space heaters were shown to about 150 
company salesmen and _ distributors 
New features included white porcelain 
enamel linings, no-turn broilers which 
broil two sides of meat at once, stain- 


THE BUSINESS OUTLOOK for 1952 is discussed by Perfection president Don S. 
Smith (left), Guy Rockwell, financial editor of the Cleveland Press, and Bill Day, 


Perfection engineer. 


FEBRUARY, 


1952—ELECTRICAL MERCHANDISING 





NOW... 
the famous 


TOASTMASTER 


name on TWO types 
“1 ‘Toastmé Sos wo. a “™ “us- f 6 
is econo erates ax genule Sot expense for yOu 9 Automatic 
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details. 





earned 






















Wis vied. ees ! ° «t¥2 


or 7 ° te e 
Built by the makers of the famous ‘Toastmaster’’* Toaster ° Mp Dealer! Wh »/ ° 
e ° = rs oa 
Sales Manager, McGraw Electric Co., Clark Division * 
bd 5201 W. 65th St., Chicago 38, ill. E-22 e 
° : 7 
° Please send me full details on the profitable “Toastmaster” dealership e 
>< checked below: e 
AVTOMATIC WATE HEATERS : OD Automatic ELECTRIC Water Heater © Automatic GAS Water Heater ® 
* 
b¢ a i SSPE Lt ea ee e 
* Toastmaster,” “Lire-Bect,” and “Ioxoprc” are trademarks of ? . e 
McGraw Electric Company, makers of “Toastmaster” Toasters, ® Business__ 2 nici teniteinioednciaan laa a ath accecicihanisi aig tia = Ga 
Toastmaster’ Water Heaters, and other “Toastmaster” Products Ld * 
Copr. 1952, Clark Division, McGraw Electric Co., Chicago, Il - po oe pie lee 9p ic a a5 ee e 
. 
: i itccitiictigsssstinsttcnicscenegmiiiaagin eal Teale ahaa @ 
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4 out of 5 leads result in sales! 


Our expanding program of advertising and 
vigorous merchandising brings in customers! 


More than 4,000,000 women own Pfaff! With 
the built-in Dial-A-Stitch, exclusive with Pfaff, 
costly attachments are unnecessary. 


This is one of the most remarkable franchise 


opportunities in the entire sewing machine field! 


Pfaff is such a “natural” for demonstration— 


it sells itself to any woman who sees it! 


Let us give you details about our “OPERATION 


90” promotion—celebrating our 90th year 


of progress. 


During 1952, our greatly increased national 


advertising campaign will reach 87,711,000 


readers. 


Write for complete 


Be PF eh 
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franchise information 
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less stecl burners, adjustable stove 
lamps, and deep well cooker bases 
that automatically raise up to form 
a fourth stove burner. 

Don S. Smith, president, report d 
that Perfection’s sales for the first five 
months of 1951 were 100 percent 
above the same period of 1950 

Perfection’s sales representatives 
were told that the company plans to 
broaden its co-operative advertising 
program with dealers so that they may 
benefit from the company’s national 
advertising. Life, McCall's, House 
hold and Farm Journal will carry full- 
page four color ads beginning with 
the January issues. 

The theme of the pre-Christmas 
sales conference was ““We’re on the 
Warpath” with all salesmen. sharpen- 
ing their tomahawks for the banner 
sales that Perfection expects in 1952. 

J. H. Rasmussen, vice-president and 
director of appliance sales, pointed 
out that Perfection’s product prices, 
down the line, have been tailored to 
make them competitive. 





GENERAL SALES MANAGER Leslie Bush- 
field discusses plans for Perfection’s 1952 
sales campaign during the opening day’s 
conference. 


Because of the defense program the 
company discontinued two of its gas 
range lines in June, but military orders 
have come in to take up almost 50 
percent of the company’s production. 





Fedders: New Line 


Despite severe cuts in materials, 
Fedders-Quigan Corp. feels that 
enough room air conditioners will be 
turned out in 1952 to require a real 
“selling job”. 

hat’s the opinion of A. J. DeFino, 
general manager of the Buffalo firm, 
which last month unveiled its 1952 
line of room air conditioners. During 
the introductory meetings DeFino 
admitted that the firm’s materials 
supply had been cut back sharply for 
the first quarter and than even more 
severe cuts could be expected for the 
second quarter of the year. To com 
penusate for these cutbacks, the com 
pany is conserving materials with 
plastic cabinets for 4 hp. models, 
wooden fronts on deluxe } hp. units 
ind wooden cabinets on console 
models. 

Principal interest in the new line 
centered around the styling. 

In presenting the new models, sales 
manager Frank A. Mitchell predicted 
that “the air conditioning business 
will exceed refrigerators dollarwise and 
maybe even unitwise.” Quoting 
ACRMA estimates, Mitchell said that 
by 1956 industry volume should pass 
the 783,000 mark. For 1952 the 
estimated unit volume is 359,600. 

In comparing the Fedders position 
to that of the industry as a whole, 
Mitchell said that Fedders sales in 
creased 38.4 percent in 1951 as 
compared to an industry increase of 
24.8 percent. In 1952, Mitchell said, 
the company expects to increase its 
business 57.8 percent against an 
anticipated industry increase of 43.4 
percent. 

Advertising manager Robert E. 
Cassatt told distributors that Fedders 
would use national magazines, news- 
papers, radio and television as media 
in its 1952 air conditioner advertis- 
ing. Considerable attention was paid 
to a new retail “demonstration cen- 
ter” which uses a series of color 
transparencies to illustrate the advan- 
tages of room air conditioning. 
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More Merchandising 


Additional merchandising activities 
are the keys to sales leadership, Parker 
H. Ericksen, director of sales for 
Bendix Home Appliances, told four 
regional distributor meetings _ last 
month. 

He warned that other firms would 
challenge Bendix in 1952 and that 
“the only answer is more and morc 
activity on our part.” 

Bendix ad plans continue to center 
on local newspaper ads to build traffi 
for the activities in individual stores 
Direct mail, radio spots, car cards and 
24-sheet posters will also be used 
National ad copy in inagazines and ou 
IV will develop themes which can b« 
used in local copy. 


Resolutions Made 


Good resolutions as well as new 
models were offered to Chicago market 
visitors by officials of Majestic Radio 
& Television and Belmont Radio 
Corp. 

Belmont, manufacturers of Ray 
theon sets, took the opportunity to ex 
plain its “new sales concept” which 
centered around a determination that 
no dealer or distributor is expected to 
“stock more television in 1952 than 
will be compatible with the potential 
market in his territory.” 

Majestic promised an “‘intensive 
survey” of all existing distributors to 
determine whether they are achieving 
full dealer coverage. ‘Selective distri 
bution” was offered as the answer to 
trade malpractices by Louis Silver, 
Majestic vice-president. He promised 
that “every effort’’ will be made to 
eliminate dealer accounts who are 
known to be flagrant price cutters.” 

In announcing Belmont’s “local re 
quirements” plan, _ vice-president 

L. Dunn pointed out that 
Raytheon’s 1952 sales plans are com- 
pletely geared to local-level merchan 
dising. 
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Seats a: 
















Get the 
LION’S SHARE 


of the rich ROOM AIR CONDITIONER market 
with 


fedders 


A GREAT NAME 





IN COMFORT 


HOUGH marketed in volume for only 
three years, the room air conditioner in- 
dustry racked up almost $100,000,000 in sales 
in1951.It’sthefastest growing of a// newappli- 
ance lines. And Fedders sales have increased 


Fedders backs up its dealers with the most 
power-packed advertising and sales promo- 
tion campaigns in the industry, and Fedders 
offers the most complete line...second to none 
in terms of engineering, design and perform- 


faster than any other line—for two reasons: ance under all conditions. 


Model WHI9E...°4 ton cool- 
ing capacity. Hawaiian Tan 


Model WH19D... °4 ton - in 
avodire blonde wood.Blends 
with modern furnishings. 


Mode! WH16B... )o ton capa- 
city superbly styled with 
or soft toned ivory finish. beautiful ivory finish. 


FEDDERS NEW DEHUMIDIFIER 


Model WH14... 1/4 ton cooling 
capacity for average bed- 
room comes in attractive 
Hawaiian Tan. 


Model WH19C...°, ton capac- 
ity - rich, luxurious mahog- 
any veneer cabinet. 


Model WHI16E... 9 ton capa- 
city finished in HawaiianTan. 
For rooms up to 325 sq. ft. 


If you haven't stocked this little profit- 
maker you're missing a big bet! Sales 
have exceeded wildest expectations! 
Get details from your Fedders dis- 
tributor NOW ! 











SEND COUPON FOR NEW PROFIT- PRODUCING IDEAS! 
Fedders-Quigan Corporation, Refrigeration Appliances Division 
Dept. EM-2 Buffalo 7, New York 


Gentlemen: Please send me full information on how I can sell Fedders 
Room Air Conditioners in volume 


Model F210... 1 ton capacity. 
All wood cabinet finished in 
lustrous mahogany or 
blonde avodire. 
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Model F17C...°4 tonConsole 
comes in mahogany veneer 
or blonde avodire. Perfect 
for home or office. 
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Model F215...1'4 ton cool- 
ing capacity. Rich mahogany 
and blonde avodire. For ex- 
ecutive offices, large rooms. | 


Name 


Address 


County 


Company 
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Demonstration Houses... 


THE “HOUSE OF AIR CONDITIONING,” oa converted frame residence, serves the 
St. Anthony Corp., Clearwater distributorship, as a showplace for the Mitchell 


line of room air conditioners 


In CLEARWATER: a converted 


residence serves as a show- 
place and demonstration 
area for air conditioning 
ideas and units, and scores 


an immediate success. 


ELEVEN THOUSAND \i 


we t wa per yddition t 


itors went through the Un 
the heat pump,t model} |} 


In Clearwater, it happened this 
way. Paul Miller, president of the St. 
Anthony Corp., distributor of Mitchell 
air conditioners, was looking around 
for a way to show the average cus 
tomer and contractor the advantages 
of low cost room air conditioning. 

He finally decided that conversion 
of an average small house into an air 
conditioning demonstration home was 
the ideal way to get his story across 


nditioned throughout 


In ST. LOUIS: a heat pump 


draws crowds to a home in 
which every known comfort 
is provided by electricity— 
for $1 a day. Result: 11,000 


visitors in three weeks. 


In St. Louis, it happened this way. 
R. D. Coe of the Union Electric Co 
was talking with builder John C. 
Gross about another all-electric light 
conditioned model home. They 
called G. R. Brownback, G-E Appli 
ances, Inc., about equipping the 
house 

“Why don’t vou do something 
really revolutionary and put in one 
of the world’s first commercial heat 
pumps for domestic use?” Brownback 


n Electric model home during the first three 
me featured a wide variety of appli 


THE HOUSE’S DEN serves as the office of Paul Miller, president of St. Anthony 


Corp., and also demonstrates the application of a Y2 ton unit in a den. 


Else- 


where in the house visitors see units in living room, dining room and bedrooms 


to the prospect. In this way, the spe 
cial applications of air conditioner in 
stallation could be demonstrated in 
every conceivable way in the non- 
commercial atmosphere of a private 
residence. Each room in St. Anthony's 
new “House of Air Conditioning’’ is 
equipped with either a different 
model or a different application of the 
Mitchell units. 

Prospective customers may see the 


who, 


application of room air conditioner in 
a living room, den, dining room, small 
bedroom and large bedroom. The 
kitchen was converted by Miller into 
a darkroom to demonstrate the ad 
vantages of air conditioning to the 
photographer. Both window and 
through the wall installations are 
used. 

According to Miller, response to 
the house was almost instantaneous. 


THE HEAT PUMP in the basement puzzled women visitors 
while they didn’t quite grasp the principle of its 


»peration, accepted it as a miracle of the electric age 


asked. When his visitors agreed to 
the suggestion, Brownback went into 
action 

Aware that General Electric was 
beginning commercial marketing of 
such units after years of experimenta 
tion, Brownback contacted the G-l 
air conditioning division in Bloom 
field, N. J., and secured two three-ton 
models for the model home. 

Ihe two heat pumps were installed 
in the basement. Four hundred feet 
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of copper tubing were laid four fect 
underground; there is an open air 
coil as well as a buried one. ‘The cost 
of the heat pumps, whose operation 
can be reversed for air conditioning 
in the summer, was about $6500. 
One of the outstanding features of 
the house was a large combination 
kitchen and laundry. An _ ironer, 
washer, dryer, dishwasher, sink and 
“soda fountain” serving bar form an 
open island in the center of the room. 
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.. Two New Twists 


OUTSIDE OF THE HOUSE a concrete block wall serves to illustrate a typical wall 
installation. A special factory service depot has been set up by the St. Anthony 


Corp 


“The house was an immediate success 
and has been the focal point of our 
entire selling operation. By providing 
the mght atmosphere for our dealers 
for an on the spot demonstrations to 
customers, we have doubled the length 
of the air conditioning selling season 
and increased sales by 400 percent.” 

In conjunction with the new sales 
“room”, Miller has set up a factory 
service depot where Mitchell-trained 


na building adjacent to the ‘‘House of Air Conditioning.’ 


service 
prompt 
need. 

“Once a family becomes used to 
the cool, clean atmosphere of an air- 
conditioned room, a stoppage is a 
minor catastrophe. Service calls must 
be handled promptly. With the new 
depot we can cut service time on 
our units to a minimum,” Miller 
pointed out. 


men are equipped to give 
attention to every service 


Brand New for *52! 
the Seth Thomas 
FIELDSTON 


A most compact striking clock—- 
brilliantly styled to meet today’s 
trend to smaller-roomed homes. 
Cabinet is made from selected 
hardwoods with all the care and 
attention put into Seth Thomas* 
products since 1813. Glossy ma- 
hogany finish is highlighted by 
decorative design in tooled 16K 


gold leaf. Base is jet black. Dial in 


oot 


Neth aie 


FIELDSTON 


sigeud x 


TLE Lg | 


mat silverplate with applied nu- 
merals and distinctive hands of 
bright polished brass. Rich chords 
on double rods mark hours and 
half-hours, 

Fieldston is available in both 
self-starting electric and 8-day 
pendulum movements, to retail at 
$357. Height 7h”. Width 9%”, 
Depth 4%”. Packed singly. 


Handsome 
Banner 
Display 

You get this rich-looking, 


royal blue satin back- 
ground display with gold- 


en lettering, cords, tassels, 


and fringe, plus easel-type 
price card — all Free of 
extra charge with your 


Fieldston purchase. A dig-~ 


nified yet compelling cen- 
terpiece for your late 
Winter and Spring win- 


dows . . . ties your store in ~ 


with the national adver- 
tising on Fieldston, run- 


i 
f 


ning in Spring issues of 
Lapies’ HoME JouRNAL 
and Better HoMEs & 


FROM THE LIVING ROOM visitors can watch what goes on in the kitchen-laundry. 
Drawing particular comment from visitors were the cabinets (they have counter- 


balanced door 


The range, freezer, and refrigerator 
are on the walls of the kitchens and the 
wall cabinets are G-E’s highly pub- 
licized but not yet mass-produced 
“push-up” door types. The cabinet 
doors are counterbalanced to stay up 
out of the way when opened. Accor- 
dion-pleated doors allow the kitchen 
to be shut off from the living room 
area if desired. 

The complete home—with home 
furnishings by Lammert, light condi- 
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which tilt up overhead) and the ‘‘soda fountain’’ serving bar. 


tioning by Union Electric, the kitchen 
laundry of tomorrow by General 
Electric, and the first commercial ap- 
plication of the heat pump—was priced 
at $52,500. 

The house will use about 24,000 
kwh per year. Union Electric officials 


estimate that the owner will be able | 


to enjoy every luxury that electricity 
can provide at a cost of about $1 a 
day for power. Operating cost for the 
heat pumps: about $225 a year down: 
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GARDENS. 


And the Belwyn 6 Assortment 


A sales natural last Fall and bound 
to be a repeater this Spring. And, 
no wonder! Never before an alarm 
clock offering such exciting features 
and outstanding value. Featured 
this Spring in powerful advertising 
in the Lapres’ Home JourNAL and 
Betrer Homes & GARDENS. 

Order the Belwyn 6 assortment 
and receive the sales-building, per- 
manent-type display stand Free of 
extra charge. The full-profit Belwyn 
6 assortment includes 6 clocks—one 
each in blond, maple, and mahog- 
any finish, with plain dial, to retail 
at $8.90t and one each of the same 
finishes with luminous dial to retail 
at $9.907. 

Ask your Seth Thomas 

Distributor’s salesman! 


m 
Seth Thomas 


THOMASTON, CONN., DIVISION GENERAL TIME CORP. 


*Reg. U.S. Pat. Off. 


(*Plus tax. Prices subject to change without notice) 


Chock 





(Advertisement) 


Timely Power Lawn Mower | »)crpiaytoRs FRIGID 


Promotions Create Sales = appointep gece my 
WINDOW FAN 


Manufacturer offers dealers special eZ, ase Ahonenag 
peeds Intake 


event help for building store traffic, Hallicrafters Co. - 3. Models to choose from 
sales volume and prof ts Edwin Flato Co., Houston, ‘Tex., is 

1 recently appointed distributor of 

Hallicrafters radio and ‘l'V sets. 








The fact that the power lawn technique for developing qualified 
mower selling season voincides with prospects and producing quick 
two important nationwide selling sales. United Stove Co. 
efforts has bee til'zed by ‘ f se pr )tions are avail- > _ a @) : : 

orts has been util'zed by a lead All of these promotions are avail Franklin Electric Co., Philadelphia, 
ing manufacturer to provide elec able without cost to all dealers ’ : . 

Pa., has been named to distribute 
trical appliance dealers with com- handling the nationally known line Launder Kine washers 
plete, carefully coordinated sales | of EVERSHARP POWER LAWN : it x Adjustable in width 28" te 
promotion campaigns designed to MOWERS. Because EVERSHARP neem a ting get 
make the dealer’s se'ling more manufactures only—AND ALL— Norge Division ao ae 
effective and more profitable. of the fastest-selling power mower Borg-Warner Corp. 


; For nationally recognized “Clean makes and models, EVERSHARP Schoellkopf Co., Dallas, Tex., is a Portable Model. . easily set in floor or adjust- 
Up Week” (April 24-30) and dealers are able to concentrate new distributor for Norge appliances. able for window widths. Equipped with sturdy 
Father’s Day (June 15), the manu- their selling efforts on just a few = steel legs and front and rear guards. 
facturer is offering kits of advertis- numbers all in one line to achieve " is ee 
ing material including displays, faster turnover, smaller inventory, Mitchell Air Conditioning Corp. Kal >’ Electrically Reversible 
streamers, newspaper ads, radio and lower selling costs thus en- Orgill Bros. & Co., Memphis, eSQ *\ at the mere FLICK of a switch 
commercials, etc., all keyed to teke abling them to show a longer profif Tenn., has been named to handle SS 

advantage of these special events. margin than is ordinarily possible. Mitchell air conditioning units. 

The material for “Clean Up Details concerning these exclu- 
Week” points up the help a power sive promotions, the complete kits 
mower provides in keeping lawns of advertising material and full in- 
looking neat and attractive. The formation concerning the EVER- Reines-Freeman Distributors Co., 
Father’s Day material stresses the SHARP POWER LAWN MOWER Inc., Albany, N. Y., is a new distribu 
fact there is no finer gift than a line are available free to any inter- tor for Speed Queen washers. 
power lawn mowe1 ested dealer. Simply write the 

As an additional promotion, a makers of EVERSHARP POWER 
“Free Home Demonstration” kit LAWN MOWERS ... MIDWEST . 
has been prepared which enables MOWER CORP., DEPT. EM-2, Hough-W ylie Co., Charlotte, N. C., ym wy Pony mph ln 
dealers to use this known, proven 1006 Olive St., St. Louis 1, Mo. has been appointed to handle distribu- or lower window. Exclusive patented 

So ’ = ; ’ tion of Florence ranges and heaters. design. Ke ~ 


Etcctrically Reversible * * S a 
Thor Corp. at the mere FLICK of a switch 


Speed Queen Corp. 


Florence Stove Co. 


Porter Burgess Co., Dallas, Tex., | cc12 
has a franchise to handle Thor washer HASSOCK FAN 


distribution. ever coed ot 
oe By bearing GE. 
. Safe for children or 
Sepco Corp. pets. Sturdy enough ost on 
Two new distributors have been Golden Duo-Tone finish. 

a i H 4 
named to handle distribution of eee yd ney Uncendition- 
scneny el and Stonesteel electric ATTIC AND EXHAUST FANS 
water heaters 
W. H. Lassiter Sales Co., Richmond, 

Va. 
Hairston & Co., Atlanta, Ga. 








Sylvania Electric Products, Inc. 


Federal Distributing Co., Des 
Moines, Iowa, will handle distribu 
tion of Sylvania TV sets. 


Blackstone Corp. 


Oberrecht Distributing Co., Cin- 
cinnati, O., is a new distributor for 
Blackstone washers, ironers and dryers 


* it’s electric * it’s completely automatic ¢ it’s designed International Harvester Co. 
for kitchen installation 

I'wo new distributors of Interna Tine Vans 
tional Harvester refrigerators and Slectricel Jobber 
freezers are 


Calcinator is the modern way to dispose of kitchen wastes, both 
garbage and trash. ‘ 
Calcinat is pletel t tic. There’s nothing to watch... : * L “ , ’ . Complete line of Attic 
nothing to turn. vi Robert it . Clark Co., Denver, Colo. ait a aaa ve ae pet 
Calcinator is “Kitchen-cabinet-sized” for uniform, in-line kitchen in- Floyd & Co., Inc., Cincinnati, O. pedestal, wall and ceiling fans, etc 

stallation. Available in deluxe white enamel with chrome for kitchen e ~ 
installation or standard grey for basement or utility room. James Min. Co FRIGID . The outstanding name in 
Calcinator is carefully engineered, trouble-free, built for a long life 3 ‘ ventilating equipment. Better 
of satisfactory service. quality throughout because 


- whatever we do we do “not 
Calcinator is priced for profit. dled by two new distributors by chance but by design” 


Write Dept. EM for more information! \. F. Epting Appliance Co., Char- 
lotte, N. C. CIRCULATORS AND DEVICES MFG. CORP. 
CALCINATOR pivision — VALLEY WELDING & BOILER Co. Sues, Young & Brown, Inc., Los « 128-168 THIRTY-SECOND ST. 
BAY CITY, MICHIGAN | Angeles, Cal. BROOKLYN, N. Y 





The James dishwasher will be han 
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Appliances 
In The Magazines 


WOMEN’S SERVICE GROUP 
McCall's 


Kitchen Cooling Corner,” by Eliza 
beth Sweeney Herbert—McCall’s Feb 
ruary—with the home freezer and a 
refrigerator delicious meals are possible 
in a jiftv. “We Warm Up to a Home 
Freezer” say two busy women, one in 
Pullman, Wash., the other in New 
York City 
“This Is How | Keep House,” 
beth Sweeney Herbert—McCall’s, 
January—washing 19 bushels of 
clothes each week comes easy to this 
Indiana mother of 8 since she received 
in automatic washer for testing. 


’ by Eliza 


Woman’s Home Companion 


“Story of A Cinderella Kitchen,” by 
Bernice Strawn—Companion, Febru 
ury—hrst spread in eight pages of 
kitchens. Other titles: ““The Mighty 
Midget Kitchen,” “The Space-Maker 
Kitchen,” ““3-way Kitchen for a Busy 
Family”; and “Kitchen With a Chil- 
dren’s Corner.” 
“Cook Where the Fun Is,” by Bernice 
Strawn—Companion, January—plug 
in appliances make it easy to cook 
where you please 
“Could This Be You”—a_ pictorial 
study of right and wrong ways to use 
kitchen equipment 
“Oh, For More Oven Space,” by 
Bernice Strawn—Companion, Decem- 
ber—during holidays ovens are taxed 
to limit 
“6 Tricks For Ironing  Little-Girl 
rills,” by Betty G. Wadsworth—how 
n children’s party-dress ruffles, 
ind smocking 


Household 


“How to Dust With a Vaccum 
Cleaner,” by Dahy B. Barnett— 
Household, January—vacuum cleaner 
tools make this never-ending chore 
easy. 

“How to Keep Your Refrigerator 
Clean,” by Dahy B. Barnett—House- 
hold, November—tips on refrigerator 
cleaning. 

“Tricks To Do With New Sewing 
Machines,” by Phyllis Hood. 
“How to Care for Your 
Range,” by Wilma Prince. 


True Story 


“They'll All Be Watching You Cook 
with Your Christmas Gifts”—True 
Story, January—trecipes for using mix- 
cers, waffle irons etc. 

“How To Make Laundry Day Easier,” 
by Esther Foley—True Story, Decem- 
ber—four ways to make ironing and 
pressing easier. 


Good Housekeeping 


“Look at It From the Inside Out”— 
Good Housekeeping, January—a new 
home with a modern kitchen. 


HOME SERVICE GROUP 
American Home 


“3-in-] Kitchen,” by Edith Ramsay— 
American Home, January—combining 
a kitchen, laundry and dining room. 
“Facts About Electric Fryers,” by Rose 
M. Guerra. 


Better Homes & Gardens 


“Make the Most of Your Mixer,” by 
Helen Mac Donald—Better Homes, 


Electric 


KELVINATOR’s 1952 refrigerator line introduced in December was highlighted by 


magic cycle 


defrosting on two models 


Here, Dr 


L. A. Philipp left, vice- 


president in charge of Kelvinator engineering, demonstrates the new system for 
Nash-Kelvinator president George W. Mason. The new system allows automatic 
defrosting without resort to artificial heating devices and is accomplished by a 
simple change in the refrigerator’s normal cold-making function. When the system 
is operating the freon refrigerant carries heat to the evaporator instead of dis- 


charging heat in the usual way 
section of this issue 
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(For details of the new lines see the New Products 
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Saletoran? 


FEM A ghcl IEA a aarti i a nner Sein 


| DO YOU SELL 
| ELECTRICAL APPLIANCES? 


If so—your time is your money. | 


Leslee -everstniaeseiienicaietend alia Wiles 


DO YOU HAVE THE HELP OF 
DODGE REPORTS... 


To point out: 


Buyers who are coming into the market 
Whether these prospects are going to need what 
you sell 


When you should get in touch with them 


OR Do you have to do it all by yourself... 
Try to discover every prospect who has or may 
have a need for what you sell 
Try to know the status of every possible prospect 
in your territory all the time 


Keep following them up so that you don’t miss any 
chances to sell... 


Spend the largest part of your time “prospecting” 
The lesser amount of your time selling (which is 
the real pay-off) 


With the help of Dodge 
Reports, you could 


Spend the larger part of your 
time selling (making money) 


DODGE 
REPORTS 

tell you 

who to sell 

~~ when to sell Waste less of your time keeping in 
touch with people not ready to 
buy— (Dodge Reports will tell you about these 
people when they need your help) 


Whether you use Dodge Reports 
or not... 


If you have not seen this book, send 
for it at once. It will help you sell 
more and sell more easily. No obliga- 
tion, just send us your name, your 
company, your address, your title, if 
any. Do it NOW. We want you to 
have this book, the result of 60 years 
of service to salesmen in the construc- 
tion field. 


DODGE REPORTS 


119 W. 40th St., New York 18, N. Y. 


Timely, accurate, comprehensive construction news service 
THE FIRST STEP IN EVERY SALE 
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ON CORD SETS AND 
POWER SUPPLY CORDS 


Means Both Cord and Connectors 
Have U/L Approved for Safety 


Use of this Flag Label has increased more than 
2400% in three years. One State required such safety 
identification on flexible wiring by law! 

Use of the Flag Label by appliance manufacturers 
assures distributors, dealers and customers that the 
cord is properly insulated, and the connectors soundly 
constructed to prevent fire and shock hazards. 

The Flag Label assurance that the 
power supply cord components are 
safe, and safely assembled, is an 
added sales feature. So be sure it is 
on the power supply cord of every 
lamp or other home electric appli- 
ance you market. 

Get the full particulars about Flag 
Labelling, and how the public is being 
educated to demand this safety 
symbol. Write to the International 
Association of Electrical Inspectors, 
612N. Michigan Ave., Chicago, Ill., or 


LABORATORIES 


THE SAFE ELECTRICAL CORD COMMITTEE 
155 E. 44th Street, New York 17, N. Y. 





” WINNING METHODS 
OF AMERICA’S MOST 
SUCCESSFUL HOME 
HEATER DEALERS! 


THIS Valuable Book is guar- 
anteed to open your eyes! Gives you 
practical, proven methods that will make your store home heater 
headquarters! Tells how to advertise, how to get prospects, how 
to demonstrate, how to close sales, etc. plas many other volume 
and profit building ideas. Worth hundreds of dollars to ANY 
home heater dealer! 
rr esse ene ee ewe 
B TO: QUEEN STOVE WORKS, Inc. Dept. EM 22 &f 
ALBERT LEA, MINNESOTA 
Without cost or obligation please send copy of “29 Ways To t 
Volume Heater Sales.” 


Firm Name 


Address 


SSS 


g ee 





YOUR BEST INSURANCE FOR VOLUME OIL 
OR GAS HOME HEATER SALES IS A 


BY yperflame Fr fi anchise 


POWERFUL 1952 SALES PROGRAM NOW READY. WRITE! 
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February—the best armsaver and time- 
saver in the kitchen 

“Come Over for Coffee,” by Betty Me- 
Cracken and Edith Davison—Better 
Homes, January—electric housewares 
makes hostessing easy. 

“A Dryer Does Big Things for You 
and Your Clothes,” by Doris Adams— 
dryer story in pictures. 

“Switch to Easy Hostessing With 
Electric Appliances” —Better Homes, 
December—electric housewares and 
the electric range make entertaining 
easy. 

“New to Make Your Job 
Faster”—new equipment 
the market. 

“All This Can Happen to Any Old 
Kitchen!” by Jean Miuller—Better 
Homes, November—before and after 
remodeling job. 

“The Roaster Your  Right-Hand 
Helper for the Holidays,” by Helen 
Hutchinson—it takes the hustle out 
of the holidays. 


Easier, 
coming on 


House Beautiful 


“Something Is Happening in the 
Kitchen” —House Beautiful, Januar 

a 33-page panorama of new postwat 
kitchens, with titles as follows: “The 
Kitchen Is Merging With the Rest 
of The House,” by Charlotte Con- 
way; “This Is A Kitchen,” by Marva 
Shearer; “The Living Kitchen,” “Fam- 
ily Social Center,” by Charlotte Con 
way; “4-rooms-in-1,” by James M. 
Fitch; “They Really Save Your Fa- 
tigue,” by Edgar F. Maurer, M.D.: 
“The Pass-Thru Counter.” 
“The Staggering Truth About the 
Freezer”, by Jean Harris—it gives 
freedom in time and space 
“How the Laundry Has Enlar 
Kitchen”. 


ed The 


House & Garden 
“This Wall Sounds As Well As It 


House €& Garden, Decem 
ber—4 pages on how to install radio, 
phono and TV sets in modern home 
settings 


I ooks”’ 


FARM GROUP 


Farm Journal 


“Let The Kids Use Equipment,” by 
Elaine Knowles Weaver—Farm Jour- 
nal, January—small children can learn 
to handle some appliances safely. 
“Thirty Minutes from Freezer to 
Range to Table,” by Rosalie Riglin— 
easy-to-prepare menus with an electric 
range and freezer. 

“Put Your Work on Wheels,” by Ros 
alie Riglin—Farm Journal, November 
—a table on wheels is a step-saver for 
convenience outlets, meal preparation 
at the refrigerator, range and at the 
dishwasher. 


Progressive Farmer 


“Lessons in Easy Ironing,” by Oris 
Cantrell—Progressive Farmer, January 
how to iron properly with a hand 
iron and with an ironing machine. 
“The Family Wants A Dishwasher,” 
by Oris Cantrell—Progressive Farmer, 
December—a review of various tvpes 
of dishwashers on the market 
“Meet The Master Farmer’s Wife’— 
| Mrs. Bell, Iredell County, N. C., owns 
many appliances and puts all of them 
to good use. 


| “How to Treat Your Washable Wear 


FEBRUARY, 


ables,” by Oris Canticll 
Farmer, November 
various new fabrics 
market. 

“Master Farmer's Wife,” by Sallie Hill 
—Mrs. Fritts, Davidson County, N. 
C., uses many electric appliances. 
“Meal Planning With a Freezer,” 
by Janet Cameron 


Progressive 
liow to wash the 
coming on the 


HOME ECONOMICS GROUP 


Forecast 


“Laundering’s New Status,”’ 
Knowles Weaver—Forecast, 
laundering research lags behind 
food and nutrition, according to recent 
automatic washer studies. “Oh, My 
Aching Arm,” by Beatrice Mabry 
mixer’s switch replaces many a muscle 
twitch. 
“Crossing Off The Garbage-Can Nui- 
sance,”’ by Beatrice Mabry—Forecast, 
December—kitchen waste is now dis- 
patched with a disposer before it be 
comes garbage. 
“Hot Water,” by Janet Grant—Fore 
cast, November. 
Today's Sewing Machines Take Over 
Iedious Toil’. 


by Elaine 
January 


What's New in Home Economics 


“The Ironing Process In Your Laun 
dry Unit,” by Amber C. Ludwig— 
What's New, December—a review of 
ironing practices—both flat iron and 
ironing machine. 

“Hot Water—Fs<sential to 
Homemaking,” by Amber C 
W hat’s New, November. 
Other articles in household equipment 

section include 
“Kitchen Cleanup 
ind “Plumbing fo 


Modern 


Ludwig 


Automatically”; 


the Electric Sink.” 


CHAIN STORE GROUP 
Family Circle 


Appliances Let Me Go 
Back To Teaching’ says Mrs. Des 
mond,” by Jessie Bakker—Family 
Circle, January—a combination refrig- 
erator-freezer and a double oven rang¢ 
made it possible for this working 
mother to prepare meals easily 


‘Modern 


Better Living 
“The Kitchen’s The Place To Be 


Homey,” by George Gruen—Better 
Living, January—a New England 
woman remodels her kitchen, combin- 
ing old-fashioned warmth with mod- 
em equipment. 

“Care for Your Iron” 
tures. 

“Play Safe With Extension Cords” 


mother to prepare meals easily 


pic- 


how-to | 


Data on Roasters 


Slightly over 23 percent of the 
members of the American Home 
“reader consumer panel” own electric 
roasters, according to statistics com- 
piled in the panel’s 27th report. Asked 
their reasons for purcliasing a roaster, 
67 percent of the ov nentioned 
hot weather ynfort, 35.3 
percent said they needed additional 
oven space, 25.8 percent mentioned 
the automatic controls, and 11.8 per- 
cent supplemented old ranges with it. 


COOKING 


1952—ELECTRICAL MERCHANDISING 





NEW POSITIONS 





Philco Corp. 


JOHN M. OTTER 


A number of executive advance- 
ments have been announced by Philco 
Corp. as part of a move to broaden 
the firm’s divisionalization program 

John M. Otter, formerly vice-presi- 
dent and general sales manager, has 
been named vice-president and gen- 
eral manager of the refrigeration divi 
sion and will head the management 
of all Philco appliances. 

Thomas <A. Kennally, formerly 
president of the refrigeration division, 
will become vice-president on the 
executive staff and chairman of the 
firm’s distribution committee. 

Raymond B. George, formerly vice- 
president in charge of merchandising 
for the television and radio division, 


RAYMOND B. GEORGE 


JOHN KUNEAU 


FREDERICK D. OGILBY 


has been appointed corporate vice- 
president of merchandising. 
Frederick D. Ogilby, formerly vice- 


president in charge of television sales, | 


has been named vice-president of the 
television and radio division. 


John L. Utz, formerly special tele- | 


vision representative at headquarters, 
has been advanced to national sales 
manager of television. 


John Kuneau, while retaining his | 





| 


position as vice-president in charge of | 


public relations, will also serve as 


chairman of the new committec for | 


television and radio. 


Martin F. Shea has been made vice- | 
president of the auto radio division in | 


charge of car radio manufacturing sales. | 


THOMAS A. KENNALLY 





Evans Products Co. 


R. B. EVANS 


R. B. Evans, vice-president of Evans 
Products Co., has been named head 
of the firm’s aircraft and new products 
development activities. He was for 
merly in charge of the heating and 
apphance division 
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GEORGE FAURIE 


Georges Faurie, general sales man- 
iger of the latter division for the past 
five years, has been named to succeed 
Evans as manager. Before joining 
Evans, Faurie was merchandise man- 


ager for Westinghouse radio. 


1952 








The Casaire and Headliner 
models pictured are two of the 
newest profit makers in the 
REX-AIRATE line. The Casaire 
answers the need created by 
homes or offices with casement 
windows; the Headiiner will cool 
an entire house, apartment, 
office or store quickly and 
efficiently. 


oN 


These fans are rated 
under Commercial 
Standards CS 
178-51 as ap- 
proved by 
the PFMA. 


Every wholesaler and retailer of 
electrical appliances knows the 
greater the Sales Appeal, the 
more units he will sell, and the 
greater will be his profit. It's 
common sense then, to promote 
REX-AIRATES because they are 
tops in Sales Appeal! 


The 1952 REX-AIR- 

ATE EM Catalog shows 

and describes the entire 

line of profit-making win- 

dow and attic fans — write 
for it today! 


Wve > ne Heater Co. 


2310 Superior Ave. . . 


- Cleveland 14, Ohio 

















pr CEMCO 





ume BEST WAY 
TO HANDLE 
APPLIANCES 


Complete specifications—users 
near you — are yours for the 
asking. Write Dept. E-5 


It's a hydraulic operated tailgate that 
raises or lowers 2,000 pounds safely and 
smoothly. Can be instantly stopped and 
held at any point. Mounts readily on any 


3% to 5 ton truck, 


On your truck it eases man power prob- 


lem, means safer handling of heavy appli- 


ances—gives you modern equipment. 



















NEW HAVEN QUILT & PAD CO. 
PADDED TV COVERS 


Eliminate Damages 
FOR ALL SIZE TV SETS 


Combinations 
Consoles 
Table Models 


CONSOLE: 40” H, 31” W, 27” D 
TABLE MODEL: 24” H, 25” W, 25” 4 


These waterproof covers completely 
cover all sets. Combination and con 
sole covers have a 2” web strap with 
adj. cadmium plated slide buckle, tie 
tapes at back. Table model has tie 
tapes at both sides. 


NeW HAVEN QUILT & PAD CO 


N H 


WRITE TODAY FOR PRICES Gm 


COMBINATION: 41” H, 44” W, 27” D 










Another City Heard From! 


BENDIX 


Automatic Washers 


LEAD IN 
FORT WORTH 


more than 
one out of 
three sold 


The proof rolls in! In city S| 
after city, market after 4 
market, survevs show Bendix 
Washers leading the field by 
tremendous margins. Bendix 

not only commands a lion’s 

share of the market... but 

also frequently sells as 

much as the next several 

brands combined! 





BENDIX HOME APPLIANCES ~ Division 
Avco Manufacturing Corp., South Bend, ind 






LOUIS J. COLLINS 


Louis J. Collins, formerly manager 
of the firm’s Chicago sales region, has 
been made director of sales for Cape 
hart-Farnsworth Corp. Before joining 
Capehart in Chicago, Collins was 
with Admiral’s Milwaukee distributing 
branch. , 


Deepfreeze Appliance Division 
Motor Products Corp. 


H. Louis Gibbs has been named to 
the sales promotion staff of the Deep- 
freeze appliance division of Motor 
Products Corp. The division has also 
announced the appointment of James 
H. Jahant to a special sales develop- 
ment post. 


RCA Victor 





WILLIAM F. CAROLAN 


William 1 Carolan has been 
named general sales manager of RCA 
Victor's newly-created air-condition- 
ing department. Prior to joining 
RCA, Carolan was sales manager for 
Ek. B. Latham Co. He was also with 
Hotpoint at one time. 

E. Burt Close has joined the 
consumer products advertising and 
promotion department to handle ad 
vertising on the company’s air condi- 
tioning line. He was previously with 
the Sun Oil Co. 


Duo-Therm Division 
Motor Wheel Corp. 


Promotions of two district managers 
and two field engineers have been an 
nounced by Duo-Therm. Walter G. 
Thompson and Arthur Kretschman 
have been made district managers in 
the central northwest and the mid- 
west districts respectively and Richard 
Leu and A. R. Beebe have been made 
field engineers 






Nesco, Inc. 


PAUL H. HILL 


Paul H. Hill, for the past year direc 
tor of sales for Nesco, Inc., has been 
elected vice-president in charge of 
sales for the firm. Prior. to joining 
Nesco he was vice-president and gen- 
eral manager of the Mengel Co. 


Hoover Co. 


~ 





H. W. HOOVER, JR. 





WILLIAM H. BOND 


H. W. Hoover, Jr., has been named 
field sales manager for the Hoover Co 
He in turn has selected four of the 
firm’s top sales executives to fill new 
posts as divisional managers. They are 
Hugh J. Murray (western division), 
Henry M. Newkirk (south-central), 
I'rank Litton (northeastern), and 
Walter A. Munz (midwestern). 

William H. Bond, manager of dis 
tributor sales for Hoover, has been 
named manager of the company’s spe 
cial products division. He succeeds 
Oscar M. Mansager, who has become 
general sales manager 


Sepco Corp. 


George M. Cheston has been made 
vice-president in charge of sales for 
Sepco Corp. 
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Sylvania Electric Products, Inc. 
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How M in 
¥ a 
You can help maintain steel pro- _ trimmings, borings, etc.—is not 
: duction ... for military and civilian | enough for the enlarged furnace 
needs .. . by salvaging your iron capacity. 
and steel scrap—now and regularly. It will take the dormant scrap to 
Steel mill productive capacity is keep the furnaces running—old, 
being constantly increased, and we — outmoded machinery, equipment 
¥ can meet military and civilian de- and parts that you’ve already 
3 mands . . “junked” or can junk because you 
a If we all pitch in and have no further use for them. 


turn in our iron and steel scrap We need extra millions of tons 


Fi Scrap is the scarce commodity. of scrap this year and next year. 
The amount of working scrap—the _ All of us can help by clearing out 
wastes of metal-working, such as our plants and yards—now. 


4 NON-FERROUS SCRAP IS NEEDED, TOO! 


This adcertizement is a contribution, in the national interest, by 


McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET NEW YORK 18, N.Y. 
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@ Point-oF-SALe 


DISPLAYS 


STIMULATE 
PURCHASES 


Distinctive displays 


in quantity since 1935: 


® wood 
* metal 
© plastic 


© motion 


CALL 


CO 53-5621 


COPELA ‘0D DISPLAYS, Inc. 
537 W. 53 Street 
New York, N. Y. 
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D-tuti-s 


ize 
ovens — both 


Phillips eButtorff 


MANUFACTURING COMPANY 








y automatic— 
ividual con- 
Is on each. 


ESTABLISHED 1830 











AIR-FLO 


AUTOMATIC 


MODEL 
A-555 


SHUTTER 


WEATHER-SEALED 






































FOONT ViEW--CLOSED 


It Leads the 


In Features 


There is every reason 


Field 


why you should 


se AIR-FLO shutters on your job. New 


heavy reinforcement st 


tip adds strength 


and long life to the louvers, assures quiet 
operation and perfect counterbalance, pre 


vents rattling. 


Aluminum louvers open 


fully. permitting capacity fan operation. 
Deep shroud protects shutter from high 


winds. 


Special finish resists 


Tie-rod, brackets and bearings 
inside frame, not exposed to 


weather. 


corrosion. Many 


other features. Write for illustrated cata 
log 42-A of the complete AIR-FLO line. 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Bivd. 
DETROIT 16, MICHIGAN 








| Silex Co. 





H. S. PERKINS 


H. S. Perkins has been named gen 
eral sales manager of the Silex Co. He 
was formerly sales promotion manager 
and Washington representative for 
Landers, l'rary & Clark and prior to 
that had been with Proctor 


John Wood Co. 





WILLIAM T. BRIGGS 


William T’. Briggs has been elected 
vice-president and eastern sales man- 
wer of the John Wood Co., heater 
and tank division. He has been with 
the firm since 1948 and has been 
eastern sales manager since 1949 


Landers, Frary & Clark 


ROBERT H. BEYERS 


Robert A. Beyers, formerly sales 
manager of the firm’s electric range 
division, has been appointed sales 
development manager for Landers, 
Krary & Clark 

Richard Almy, advertising specialist 
for the firm’s electric housewares divi- 
sion, has assumed headquarters sales 


FEBRUARY, 


RICHARD 


Sylvania Electric Products, Inc. 





LAWRENCE P. PLEASANTS 


Lawrence P. Pleasants has been 
made merchandising manager of 
lamps in the Sylvania lighting divi 
sion. He has been with the firm since 
1943 and prior to that was with Gen- 
eral Foods. 


Remington Rand, Inc. 





H. C. LANDSIEDEL 


H. C. Landsiedel, general manager 
of Remington Rand’s electric shaver 
division, has been appointed a vice- 
president of the company. He will 
continue as general manager of the 
division. 





ALMY FRANK T. BARMORE 


responsibilities in addition to super- 
vising advertising and publicity on 
electric housewares. 

Frank T. Barmore, formerly assist- 
ant sales manager of the electric range 
division, has been named sales de- 
velopment manager for vacuum sales 
division. 
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Westinghouse Barnes Mfg. Co. 





SLINGADOULS® prover 


APPLIANCES— PLEASE CUSTOMERS” 





ROBERT M. OLIVER WILLIAM D. SCHNEIDER 
Robert \I. Oliver has been ap William D. Schneider has been ap- .says Charles Schmidt, Sales Manager 
pointed merchandising counszlor to pointed national manager of pump Broome Distributing Co., Syracuse, N. Y. 


the Westinghouse electric appliance and water system sales for the Barnes 

division. He succeeds the late Vernon Mfg. Co. He was previously western 
; E. (Sam) Vining. Oliver was previ- regional sales manager for Flint & 

ously general merchandising manager Walling. 

of Landers, rary & Clark’s electric 


“We've found Slingabouts essential to quick, dam- 
age-free appliance delivery'’, states Charles Schmidt. 
Shocks and jars can't harm your appliances when 
they're protected by the heavy canvas jackets of 














Fy housewares division and prior to that Webb Slingabout's flannel lining and thick layers 
: had been a vice-president of Proctor of cotton padding. A strong sling means simpler, 
, ? Electric Co quicker handling through narrow halls and door- 
» ways, in and out of trucks. 
Lonergan Mfg. Co. Webb Slingabouts are available for all appliances. 
Ask about Wrapabouts for TV sets. 
Jewel Radio Corp, § «§-|«-§-§s§-§s§»—/«S———— MM a a a <a 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout prices for model #_-_- 


make —_____— Refrigerators 
Name ies Radio 
a, ier 
Appliance lasher 
Address — penance ‘ 
City iiitiechslan State (please specify) 




















Make EXTRA 
Profits on EVERY 
TV Set Sale! 





J. J. LAUNDERGAN 





MILTON R. BENJAMIN J. J. Laundergan has been made 
sales promotion manager of Refrigera- 
tion Corp. of America and the Loner- 
gan division of the Lonergan Mfg. 





Milton R. Benjamin has been ap- 


pointed general sales manager of Jewel 








Radio Corp. He was formerly vice- C0- He was previously with Coolera- 
president and national sales manager ‘°F. 
f Majestic Radio and Television. 

‘ &§ Perfection Stove Co. 

é iy Westclox Division 


General Time Corp. 





in convenient lengths, on smart 
metal spools for fast and profit- 
able “footage” business... well 
known to your trade as the choice 


‘ Protects Home and TV 
of leading manufacturers...also Set Against onl 25 
U-L approved Cord Sets that put ey Nozerds US. Potent No. 0-4664 f 





an end to CORDelirium. is aillcceaaslia 
A. J. TENER For exacting uses requiring er See. ee 


special resistance to oil, (Complete with strop end ground wire.) 











RAY MEE A. J. Tener, a vice-president of | heat and light, ovr SO and 000,000 
: Perfection Stove Co., hi mr, a named patna ae = | ee The sad wos mi 
Ray Mce, formerly assistant adver- director of market research for the | 40% and 60%. | Pd 





Form No, 84 
tising manager for the Westclox divi- firm. J. C. Scott has been appointed 7 res 
sion of General Time Corp., has been assistant director. Tener joined the | 
made ad ing manager for the’ firm in 1937 and was made a vice- | CORNISH WIRE COMPANY, 
division. Ile succeeds L. B. Richards, president in 1947. Scott has been 50 Church Street. New York 7.N. Y 
who has retired with the firm 29 years 


MANUFACTURING CO., Inc. 


6165-M lem avinut. sROOmLTN 4, mw. ¥. 
FATT (a Toterisine Ameoames ond Aemesserios 
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Tag 


_ LOOKING FOR FEATURES mat, S771 Ps 
“e PALLEY PEOPLE! 


Deluxe 
Acid 


Resisting 
Porcelain 
Top 


Faucet with 
Spray 


Cutlery 


Drawer 


TH, ‘ Dupont 
Cupboard a . 4 Dulux 
with Full Finish 

Shelf 


Utility 
Basket 
On Door 





Extra 
Storage 
Space in 


Center Two Deep 


Bulk 
Storage 
Drawers 


PALLEY MANUFACTURING CO. 
1101-1107 WEST NORTH AVENUE 
PITTSBURGH 33, PA. 


516A Allegheny 1-1600 





Another City Heard From! 


BENDIX 


Automatic Washers 


LEAD IN 


NEW HAVEN 


»-- better 
than one out 
of three sold 


The proof rolls in! In city 
after city, market after 
market, surveys show Bendix 
Washers leading the field by 
tremendous margins. Bendix 
not only commands a lion's 
share of the market but 
also frequently sells as 

much as the next several 


brands combined! 





“National distributors and warehouse 
for ANACONDA densheath television 
and rodio wires and cables” 


0. 


BENDIX WOME APPLIANCES - Division 2850 Irving Park Road + Chicago 18, Ill 


Avco Manufacturing Corp., South Bend, ind. 
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DISTRIBUTOR NEWS 





G-E Supply Makes 
New Appointments 


Several new appointees have been 
named by the General Electric Sup 
ply Corp. Albert J. Brock has been 
named district manager of the newly 
formed Bridgeport district, which in 
cludes Stamford, Bridgeport, New 
Haven, New London and Waterbury, 
Conn. R. Jackson West is new dis 
trict manager of the Los Angeles ter 
ritory. The newly named Fort Worth, 
Tex., manager is John C. McKee. 
Howard D. Peacock is Dallas district 
manager and Bill Clark is sales pro 
motion and advertising manager; the 
latter district has been divided, with 
the West Texas district headquarters 
in Lubbock 

Richard M. Lagatella is sales man 
ager of major appliances for the Buf- 
falo, N. Y., branch. Howard W. 
Kriebel has been named advertising 
and sales promotion manager of the 
Philadelphia branch. 


Allied Appliance Elects 
R. S. Cron President 


Ralph S. Cron has been elected 
president of Allied Appliance Co., 
Boston. Cron was formerly vice-presi- 
dent and general manager of the com 
pany. 


Kierulff, Los Angeles, 
Splits Activities 

Kierulff & Co., Los Angeles distrib 
utors, is splitting its organization into 
three separate corporations in order 
more effectively to handle its expand 
ing activities. Industrial equipment 
will be handled bv Kierulff Elec 
tronics; Kierulff Sound Corp. will 
carry high fidelity sound apparatus 
and also will install multi-television 
antenna systems. This leaves the dis- 
tribution of such lines as Motorola, 


“ec 


Thor and Webster-Chicago tor 
Kicrulff & Co., which will make its 
headquarters at a new expanded plant 
in. Maywood, near Los Angeles 


Philadelphia Firms Name 
Fry Vice-President 

David P. Fry, Jr., has joined Frank 
Elliott Co. and the Elliott Rowland 
Corp., Philadelphia, as executive vice 
president, a newly created post 





Philadelphia Wholesale Names 
Martyn Appliance Sales Manager 


Philadelphia Wholesale Distribu 
tors, Inc., has named Reginald S. 
Martyn sales manager of the firm’s 
appliance division. Martyn had previ 
ously been sales promotion manager 
of the distributing agency. 


Basford, San Francisco, 
Makes New Appointments 


Willard H. Mixter, formerly vice 
president and assistant general man 
ager of H. R. Basford Co., northern 
California distributors, has been 
named vice-president and general 
manager. J. T. Templeton has been 
promoted from vice-president and 
director of sales to vice-president and 
assistant to the president. George 
Dickie leaves his post of supervisor of 
the electrical department to become 
general sales manager 


Hollander, St. Louis, Names 
Gross Vice-President 


\. Edward Gross has been elected 
vice-president in charge of sales of 
Hollander & Co., Inc., St. Louis, Mo 
Since 1947 Gross has served the dis 
tributor as sales manager of television, 
manager of radio and television, gen 
eral sales manager and general man 


ger. 


High Sales Scored—Award, a Ford 


WILLIAM DOWNEY takes the keys to his new Ford from R. B. Knapp, Jr., general 
sales manager of Adams Distributors Co., Inc. Downey, Boston area salesman for 
the firm, was grand award winner in the Coolerator Big Show sales contest. 
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ONE MAN 

instead of ewe 

DELIVERS 
PPLIANCES 


SLIDES 
UPSTAIRS 


\yer 
. 


DOWNSTAIRS 





WAH 
0 
IN AND OUT 
_ OF TRUCKS 
= 





WHEELS SWING FORWARD FOR LOADING 
. . BACKWARD TO BALANCE LOAD 


Deliveries are easy... Safe... and less costly 
with an Easload Appliance Truck. You 
save the cost of an extra man and the ap- 
pliance is always safe because it is strapped 
on and cinched tight with a ratchet-type 
cincher. Rubber pads protect the finish. | 

Note how the large wheels with 10 x 
2.75 cushion tires lock in the load bal- 
ancing or the loading position until 
released by a foot pedal. See the two small 
rubber wheels used for loading. 

Save the cost of an extra man; order 
your Easload today...only . $53.50 


Fos LOS ANGELES 


COLSON EQUIPMENT & SUPPLY CO. 
1317 Willow Street © Los Angeles, California 


EASLOAD NPPLIANCE TRUCK 
























































The sensational new FIRE- 
GUARD Fuse Coupling is 
an outstanding invention of the decade. It brings 


“FIRE PREVENTION 


long needed safety and remarkable conven- | 


ience to homes, offices, stores and institutions. 
Over 300,000 electrical fires occur each year. 
Many of these fires could be prevented by the 
use of FIREGUARDS .. . saving millions of dollars 
in fire losses. Listed with the Underwriters Lab- 
oratories, Inc. 


Sales Getting Display . . . makes FIREGUARD 
Easy to See . . . Easy to Sell 








ASK YOUR JOBBER FOR FIRE- 
GUARD FUSE COUPLINGS. Write 
today for complete information re- 
garding FIREGUARDS, counter dis- 
play box, counter literature, etc. 


F. H. SMITH MFG. CO. 


NATIONAL SALES OFFICE 


3628 SO. BLAKE ST. CHICAGO 9, ILL. 
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| Orleans, 


| doors of its new $325,000 building. 


| ply Co., 


Dunning Resigns Post 
With St. Paul Firm 


Arthur S. Dunning, for the past 
several years vice-president and gen- 
eral manager of Motor Power Equip- 
ment Co., St. Paul, Minn., has an- 
nounced his resignation. He will be 
succeeded by W. F. Lynch. 


Dean Elected Vice-President 
Of F. B. Connelly, Seattle 


Eldon N. Dean, until recently sales | 
manager of the F. B. Connelly Co., 
Seattle, Wash., has been elected vice- | 


president. Before joining Connelly he | 


was sales manager of the Flint Dis- 
tributing Co., Salt Lake City, Utah, 
from 1941 to 1949. 









McGregor’s Names Jernigan 
To RCA Victor Sales Post 


McGregor’s, Inc., Memphis dis- 
tributors, have appointed Gordon 
Jernigan manager of RCA Victor in- 
strument sales—television, radio and 
record players. Jernigan was formerly 
a salesman for the firm. 


Two Branch Managers 
Named by Graybar 


S. M. Lawrason, formerly sales 
manager of the Baton Rouge, La., 
branch of Graybar Electric Co., has 
been appointed manager. W. T. 
Bronson leaves his Detroit sales man- 
ager post to become Lansing, Mich., 
branch manager. 


Walther, New Orleans, 


| Opens New Building 


Inc., New 
opened the 


Walther Brothers Co., 
La., recently 


includes a 
350-seat 


The new 
5000-sq.-ft. 


headquarters 
showroom, a 


auditorium, and a 35,000-sq.-ft. ware- | 


house. 


Steinhardt Gets New Post 
With Krich-New Jersey 


Morton Steinhardt has been named 
assistant to the president, Krich-New 
Jersey, Inc., Newark distributors, ac- 
cording to Max H. Krich, president. 
Steinhardt has held several positions 
as controller and management con- 
sultant. 


Canadian Westinghouse Supply 
Moves Head Office to Toronto 

The Canadian Westinghouse Sup- 
Ltd., is moving its head 
office to Toronto, according to an 
announcement made by R. L. Brown, 


| vice-president and general manager, 


at the official opening of the Hamil- 
ton, Ont., branch. 


Philco Sets Up L. A. Branch; 
Gough Temporary President 


Philco Corp. has established a fac- | 
torv branch known as Philco Los An- | 


geles as a division of Philco Distribu- 
tors, Inc., in line with expansion plans. 
Phil Gough, head of Gough Indus- 
tries, Inc., Philco distributor for 
twenty years, has been named as tem- 
porary head of the organization. 
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NEW 4 Cu. Ft. QUICFREZ 
UPRIGHT MAKES BIG NEWS 


¢ BRAND NEW 


The 4 cu. ft. Quicfrez is new in 
style and idea ...the most ex- 
citing development in freezer 
history. Buyers and editorial 
people procia a it the Sit of 
the January market. 


e EXCLUSIVE 

Quicfrez is frst with what the 
market wants. Only Quicfrez 
offers the 4 cu. ft. upright. Find 
out about it now! 


¢ LOWEST COST 


This new Quicfrez costs and sells 
for less than any other freezer, 
It's a sensational buy for both 
ou and the customer. Suggested 
lise price only $197.50 (f.0.b. 
factory). 


¢ BIG DEMAND 


The new Quicfrez opens a 
completely new market. \t's 
perfect answer to the demandof 


countless thousands of s 
home and apartment dwellegs. 


¢ 4 OTHER MODELS 


In addition to the sensati 
Model QU4B 4 cu. ft. upright, there are 4 
Quicfrez “chest type’ mod 
8.6, 13, 16.3 and 20 cu. ft. siz@s. 
















NEW QUICFREZ GIVES 
YOU EVERYTHING 


¢ NEW HANDI-DOR 


The new 7.4 cu. ft. Quicfrez refrig- 
erator features a three she 

Handi-Dor for added conveni- 
ence and easy storing of often 
used foods. 


@ LARGE FREEZER CHEST 


Keep up to 32 Ibs. of frozen food 
at your finger tips. The frozen 
food compartment of this, and 
other new Quicfrez models is full- 
width and extra-large. 


© FULL-WIDTH CRISPER 


Vegetables and fruits stay fresh 

longer... taste better. The new 

Quicfrez crisper is deep, spacious 
.. easy-sliding. 


¢ COLD TO THE FLOOR 


Quicfrez full-length refrigeration 
provides more storage space, 
more conv enience . .the most con- 
venient interior arrangement, and 
it requires less floor space. 


¢ STYLING 


The complete Quicfrez refriger- 
ator line is distinctively styled for 
looks and convenience to please 
every homemaker by Brooks 
Stevens and Associates, famous 
designers. 


e “EXTRAS” 


Dual-position Quic-Chill tray, 
rust-proof shelves, 3 ice-cube trays, 
automatic interior light, easy oper- 
ating door latch, special cold con- 
trol and color styled interior. 


e 3 OTHER MODELS 


All smart in looks, features, value: 
lel H721SC (7.2 cu. ft.) 
Model H601DC (6 cu. ft.) 

















Model H5521SC (5.5 cu. ft.) 
Wrile—~Ger all the information on the 


exciting new Quicfrez refrigerator and 
freezer line. Address: Sanitary Refrigerator 
Co., Fond du Lac, Wisconsin. 


REFRIGERATORS and FREEZERS 


SANITARY REFRIGERATOR CO. + Fond du ‘ac, Wisconsin 
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Electrical Merchandising The Searchlight Section 
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Growing Pains 


EMORIES of that sad vear of 1951, when the cus 
M tomers went on strike and saved their money instead 

of spending it, still ache like an old wound. We were 
all set for a nice, comfortable seller’s market again, such as 
we enjoyed in the good old post-war days. We'd had a couple 
of juicy “scarce-buying” waves and the promise that, as the 
supply of appliances was cut back further, we could really have 
those prospects standing in line and begging. In the mean 
time, however, production for the year hit within about 25 per 
cent of the all-time record set in 1950, the previous year. The 
customers got the idea and stayed away in droves and the 
trade’s crying towels were whipped out in a hurry. 

Now, in 1952, we know that production will (barring war) 
hit again at somewhere around 75 percent of 1951 which, with 
present inventories, will give us plenty of goods to sell and 
call for even sharper selling skill. Shortages in some lines, 
perhaps, but more than an adequate supply in others. And 
if the public continues its present disposition to stash away 
double the normal amount of its annual disposable income, 
we can confidently predict that the trade’s cries of distress 
will continue to be heard throughout the months ahead 


A! L of which made us wonder whether things were reall 

that bad. It still seemed to us that, as the vears went bv, 
our market continued to expand, that more and more people 
wanted our goods and that new devices kept coming along to 
create even new markets on top of the old. So we looked up 
the figures of exactly ten years ago—the last pre-war year of 
1941, before the Japs struck at Pearl Harbor on Dec. 7. They 
showed that the industry sold 20,284,400 major appliances 
ind radios, worth at retail $1,295,572,150. Pretty impressive 
But then we looked up the figures for 1951—ten vears later 
ind found that the industry had sold 26,244,000 major appli 
inces, radio and television, for a total dollar volume at retail 
of $4,927,707,300—a gain of over $3.6 billion dollars! 

We found further that sales of devices that only came on 
the market in the postwar vears of 1946 through 1949, now 
iccounted for half as many units and more than double the 
dollar volume of standard devices sold ten years ago. On top 
f an already flourishing business in refrigerators, ranges, water 
heaters, washers, ironers and radios, we had added an entirely 
new business in automatic washers, dishwashers, food waste 
units, clothes drvers, freezers, blankets, room air conditioners 
ind television 

The actual figures are as follows 


1951 Sales and Retail Value of New Appliances 


Units Sold 
1,603,000 
260,000 
335,000 
495,000 
1,050,000 
745,000 
5,100,000 
251,000 


Retail Value 
$448,840,000 
78,000,000 
45,225,000 
118,162,300 
378,000,000 
31,662,500 
1,570,800,000 
91,615,000 


Appliances 
Automatic Washers 
Dishwashers . 

Food Waste Units 
Clothes Dryers 

Home Freezers 
Electric Bed Coverings 
Television . : 
Room Air Conditioners 





Total 9,839,000 $2,762,304,809 


1941 Sales and Retail Value of Standard Appliances 


Units Sold 
3,500,000 
728,000 


Retail Value 
$542,500,000 
103,376,000 
17,015,000 
148,556,150 
14,489,000 
469,636,000 


Appliances 
Refrigerators 
Ranges, Electric 
Water Heaters, Electric 205,000 
Washers, Wringer and Spinner 1,892,400 
lroners 259,000 
Radios, Home 13,700,000 





Total . wees : 20,284,400 $1,295,572,150 


Furthermore, in the six postwar years, the sale of these new 
devices has been close to one-third of the total sales of all 
devices and accounts for about two-thirds of the dollar volume 

Here are the figures: 


Six Year Sales and Retail Value of New Appliances 
1946 to 1951, inc. 


Units Sold 
6,445,380 
995,000 
1,085,000 
1,069,200 


Retail Value 
$1,767,314,700 
280,575,000 
142,850,000 
245,713,500 
1,330,835,000 


Appliances 
Automatic Washers 
Dishwashers . 
Food Waste Units 
Clothes Dryers 
Home Freezers 3,932,200 
Electric Bed Coverings 3,375,000 138,705,000 
Television a he 16,723,870 5,245,308,000 
Room Air Conditioners 660,000 255,166,500 





Total 34,285,650 $9,406,467,700 


Six Year Sales and Retail Value of Standard Appliances 
1946 to 1951, inc. 


Units Sold 
24,991,000 
7,672,700 


Retail Value 
$6,398,501 ,000 
1,772,070,000 
674,960,000 
1,779,805,300 
305,841,000 
3,363,047,010 


Appliances 
Refrigerators . 
Ranges, Electric 
Water Heaters, Electric 5,158,000 
Washers, Wringer — Spinner 14,225,780 
lroners , ha deouet 2,247,795 
Radios, Home and Portable 69,795,600 





Total 124,090,875 $14,294 224,310 


Mavbe it’s time we realized that we are in a blue-chip busi- 
ness with a record for growth the equal of any in America. 


Qurtice Are, ~, 


EDITOR 
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ee help you sell more 
Lovell-equipped washers 


@ Even the best of washer salesmen sometimes overlooks the sales 
features that women want most in a washer. So try putting yourself 
in your customer's shoes! (The pictures below will help you do it.) 
You'll fir hat the advantages of a washer equipped with a Lovell 
Instincti wringer are the very advantages most women want. So 
include ’em a// in your sales talk, and step out for extra profits! 





SAFE! A slight instinctive pull FAST! A quick push or pull 






on the article going through a Lovell swings the Lovell Instinctive wringer 
Instinctive wringer stops the rolls to the next position. No groping for 
instantly. It’s safety without stopping position-lock lever. No long wash- 
to think! rinse cycle. 








: ; i 
LOW COST! A washerequipped HANDY ! WithaLovellequipped 


with a Lovell wringer costs less to washer you can start with dainty 
buy. It does wash after wash with- things and end up with overalls— 
out repairs. Other savings: hot water, all in the same suds. Wash clothes 
soap and electricity. thoroughly or lightly—as desired. 





WRINGER-TYPE WASHERS ARE YOUR BREAD AND BUTTER...THE BEST ARE LOVELL EQUIPPED 


Ever put yourself in 
' your customer's shoes ? 








CLEAN AND GENTLE! 


Lovell’s Pressure-Cleansing action 
removes dirt that otherwise might 
remain in clothes. Resilient rolls 
won't break buttons or jam zippers. 


---AND DON'T 
FORGET TO 
TELL ‘EM HOW 
'M BUILT! 

















NO HEAVY LIFTING! 


Work-saving Lovell takes the back- 
strain out of doing the wash. It does 
90% of the heavy lifting. 








































“GUARDED TOP” CONSTRUCTION 
gives housewives added pro- 
tection. 


POWER ELECTRIC ROLLS with 
three laminations of rubber give 
right cleansing pressure. 


HARDWOOD BEARINGS never 
need oiling, won't stain wash. 


SINGLE LEAF SPRING gives 
balanced pressure. 


ALL-STEEL H-TYPE FRAME 
prevents twisting or breaking. 


PRESSURE CLEANSING 
WRINGERS 
Lovell Mfg. Co., Erie, Pa. 








The Best Things Come in Pairs This Year! 


Two “Magie Cycle” Self-Defrosting Kelvinators! 


TTHEN KELVINATOR introduced the revolutionary new “Magic 
WV Cycle™ Self-Defrosting refrigerators. the refrigerators that defrost 
automatically without the use of electric heating elements. a sensational 
new sales opportunity was opened for Kelvinator retailers. 

With characteristic “retail-minded” thinking, Kelvinator presented 
“Magic Cycle” Self-Defrosting in not only its masterpiece series but in 
its popular-priced series as well. 

Thus, Kelvinator dealers have a distinct sales advantage in three de 
luxe models in the 11-12 cu. ft. bracket, including a model with “Magic 
Cycle” Self-Defrosting and, in the 8-9 cu. ft. bracket, retailers have an 
aggressively competitive sales position with three popular-priced mod- 


els. highlighted also by a model with “Magic Cycle” Self-Defrosting. 

These. together with two cold-clear-to-the-floor 7 cu. ft. models for 
the low-price market, give the Kelvinator retail salesman a line to fill 
every customer need in space, price and features, with clearly visible 
values in every model. He can offer every feature women want . . . with 
such Kelvinator improvements as “Cold-Seal” freezer chests with 
freezing coils on five walls, handy door shelves, a portable butter chest, 
new color and beauty. 

Here once again is sales power from Kelvinator . . . and continuing 
proof that the Kelvinator franchise is the most valuable in the appliance 
industry. 


*Patent applied for, 


THERE IS A BETTER REFRIGERATOR ... 


‘ 
vrs faechnaaunatov 


THE MOST VALUABLE FRANCHISE 


IN THE APPLIANCE INDUSTRY 


ELECTRIC REFRIGERATORS ...RANGES...FREEZERS...WATER HEATERS...AIR DRIERS 


KELVINATOR +> DIVISION OF 


NASH-KELVINATOR CORPORATION +> DETROIT 32, 


MICHIGAN 








